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Manson Tapes now offer, 
in addition to their present THE OKONITE COMPANY 



















well known line, two new high 
grade Commercial Tapes——-PANTHER and DRAGON. 
These will be marketed exclusively through the wholesale 





| trade. Cellophane wrapped — individual green cores — exten- ' 
| sively advertised — backed by the Okonite, Okonite-Callender 
and Hazard reputations for quality, they will be the 


outstanding value in their class. 





HAZARD INSULATED WIRE WORKS 
Division of 


THE OKONITE COMPANY 


Factory: Passaic, N. J. 


Sales Offices: NEW YORK + CHICAGO ~+ PHILADELPHIA - PITTSBURGH -_ ST. LOUIS 
BOSTON * ATLANTA + SAN FRANCISCO + LOS ANGELES + DALLAS * SEATTLE 
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ecutives and salesmen of elec- 
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cialty distributors. 


For 12 years the editorial 
efforts of THE JoBBERS SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
This service is now continued 
and extended by ELEectricaL 
W HOLESALING. 


Also, with a keen apprecia- 
tion of the problems facing 
the electrical specialty dis- 
tributor, ELecTRICAL WHOLE- 
SALING renders him a special- 
ized editorial service in the 
Appliance Distribution Sec- 
tion. 


The news columns, always 
an important feature of THE 
Jopper’s SALESMAN, are now 
extended to include specialty 
distributors as well as elec- 
trical wholesalers. 


Subscription: U. S., $1; 

Canada, $2, including 

duty. All other countries, 
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“M-25” 
Cat. No. 81322 
25 H.P. at 600 V.A.C. 


Another @® 


Development 
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Cat. No. 81322 


Also— 


This new manually op- 
erated Transfer Switch 
is used with Magnetic 
Switches controlling 
pumping and refrigerat- 
ing machines operated 
Cat. No. 81322—2100 by thermostat or float 

switches where 100% 
automatic operation does not give the desired 
control. 


The three positions, “automatic,” “hand” and 
“off” permit any desired control by manual 
switching. 

Refer new catalog page 48-B. 








for 
industry... 


This brand new “M-25” Magnetic Switch rounds out the Trumbull 
line of “M-716” and “M-15-25” Magnetic Motor Starting Switches. 
Briefly, these are the “high lights”— 


Maximum rating, 25 H.P. at 600 V.A.C. Polyphase. 
Time Limit Overload and Undervoltage protection 


Overload Protection provided by interchangeable heater units ranging 
in capacity from 8 to 60 Amps. 


Either Hand Reset or Automatic Reset, thermostatic trip mechanism 
built into the switch. 


See illustration for proof of the neat appearance and compact design. 


Available in the following types:— 
1. As an individual switch—local or remote control—either 2 or 3 


Pole, or Motor Reversing. 


2. In combination with either fusible or no fuse Type “R.M.” Dis- 
connect Switches. 


3. All switches are regularly furnished in pressed steel boxes but can 
be furnished in cast iron weatherproof boxes except in the Motor 
Reversing type. 


(Refer new catalog page 48-A for listing.) 


H. P. RATINGS 
110 V.A.C. 220 V.A.C. 440 V.A.C, 550 V.A.C. 600 V.A.C. 


Polyphase 7% 15 25 25 25 
Single phase 3 7% 15 15 15 


A SAMPLE WILL HELP YOU SELL. 





THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 
PLAINVILLE sezvenmerecrc @ oncanizatron CONNECTICUT 

















Radio Wholesalers Association 
Sponsors Appliance Show 


MOST important announcement ar- 

rives just as we go to press. The an- 

nual convention of the Radio Whole- 
salers Association, previously scheduled for 
Philadelphia in February, will be held in 
connection with the Chicago Radio-Elec- 
trical Trade and Public Show the week of 
January 18 to 24. The R. W. A. further an- 
nounces its official endorsement of both this 
Show and the Radio-Electrical World’s Fair 
to be held in New York in September. These 
activities now become a major part of the 
Association’s merchandising program. 


This significant action by the R. W. A. in 
sponsoring these Radio and Appliance 
Shows and in holding its convention concur- 
rently with the Chicago Show, is further 
proof of the trend of the times in the distribu- 
tion of electrical specialties. It is also an in- 
dication of the timeliness of the change from 
THE JoBBER’s SALESMAN to ELECTRICAL 
WHOLESALING in order to extend our edi- 
torial service to this growing group of dis- 
tributors. 


For some time the Committee on Supple- 
mentary Lines of the R. W. A. has been 
stimulating the interest of radio wholesalers 
in additional lines. January, the start of the 
new year, is the logical time for wholesalers 
to take on new lines. The Chicago Show 
offers to all manufacturers of such lines the 
opportunity to make contacts with distribu- 
tors. For several hours each day the show 
will be open only to the trade. In addition 
to radio, refrigerators, washing machines 
and other appliances will be exhibited. 


Convention sessions will be held at the 
Congress Hotel. Monday, we understand, 
will be devoted to registration and commit- 
tee meetings. On Tuesday a Radio Rally will 
be held. Outstanding leaders in refrigera- 
tion and other branches of the industry will 
each discuss the distribution problems and 
possibilities of his particular line. 


An Open Forum for wholesalers will be 
held on Wednesday. From the sentiment 
existing among leaders of the industry we 
predict that this forum will result in the for- 
mation of a National Electrical Specialty 
Distributors Association which will succeed 
the present Radio Wholesalers Association. 
There is need for such a‘strong national 
association to meet the new era in electrical 
distribution. 


HE R. W. A. with its long record of con- 

structive accomplishments in the radio 
field would have even greater opportunity 
for service as the Electrical Specialty Dis- 
tributors Association. Also, there is much 
that such an association could do to stimu- 
late local specialty groups and to encourage 
cooperative activities between such groups 
and local electrical leagues. 


The officers and directors of the R. W. A. 
have, we believe, displayed excellent judg- 
ment in selecting the week of the Chicago 
Show for their 1932 convention. All mem- 
bers of the electrical distributing fraternity, 
irrespective of their association affiliations, 
are invited. With a representative attend- 
ance already assured, the convention prom- 
ises to establish a new record for construc- 
tive action. 
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WHEN LIEUT. COM. ROSENDAHL SPEAKS 
His Voice Travels Over 
Anaconda Rubber-Covered Wire 


























OR the communicating system of the U.S.S. Akron, world’s 

largest airship, Anaconda supplied the rubber-covered wire. 
And on this unusual installation hinges a story...of interest to 
Anaconda Distributors and their salesmen. 


ANACONDA WIRE 
AND CABLE PROD- 
UCTS FOR EVERY 


ELECTRICAL REQUIREMENT The requirements of this job were extremely exacting and the 
ii Rai it neal a ol aide Sibi Anaconda Bronze alloy, Hitenso BB, was used. Anaconda mixed 
cable products, you will find many that : . 4 

saat Semieinome anaakdee. cee the alloy, rolled the rod, drew and tinned the wire...then insulated, 
covered Wire... ABC Armored Cable... { { 

Flexible Steel Conduit... Duraduct Loom braided and lacquered it. 

» 6c an i : : *1°,° 
ee ee Only a wire and cable company with the facilities of Anaconda 
Wire ... Lamp Cords . . . Lead Covered ' q ‘ ‘ 
Gobi... Maney Wes... oa-gumaph could have made this wire for USS. Akron. Only an organization 
others to coral 81 in all. Name the wires of this kind...assuming responsibility for every stage of manufac- 
and cables that you sell...we make them. 


ture...can produce wiring products of the uniformly dependable 


||_____Aw acon EE: quality your customers require. 


from mine to consumer 
, . 

















ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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ELECTRICAL WHOLESALING 


Formerly "The Jobber's Salesman" 








The New Era in Electrical 
Wholesaling 


ITH this first issue of the new year we adopt our 
Wi name—ELECcTRICAL WHOLESALING. It takes 

considerable courage to change the name of a 
magazine which has established itself as thoroughly in its 
field as has THE JoBBER’s SALESMAN, but there are times 
when drastic changes and readjustments are essential in 
order to keep in step with progress. 

“Why change our name ?”—because the industry itself 
has changed. Perhaps, too, the step taken on our part 
will emphasize, as we hope it will, to the electrical whole- 
saler, the necessity for changing his own set-up in order 
to obtain the maximum amount of success. 

The “Specialty Distributor” is not an expression 
coined to describe a coming trend. The specialty dis- 
tributor is here today—not a casual few, but 1500 of 
them who are already doing a “bang-up” selling job. 

This kind of distributor and his men are selling appli- 
ances—all kinds—ranging from the highest priced re- 
frigerator to the smallest of heating appliances—the cigar 
lighter. 

It is, therefore, necessary that a publication such as 
ours fall in step with this movement. Editorial recog- 
nition must be given ‘this specialty field because of its 
rapidly growing importance in the field of electrical dis- 
tribution. The electrical wholesaler, however, continues 
to be a tremendous factor in the distribution of both 
electrical supplies and appliances, consequently any rec- 
ognition of the specialty distributor must be accomplished 
at no sacrifice to the former. 

Both in this and subsequent issues, therefore, while 
the articles on supply and equipment lines will be segre- 
gated from those dealing with appliances and specialties, 
they will suffer neither in space allotted nor in quality. 
Thus the wholesaler who is interested primarily or en- 
tirely in supplies will continue to receive the same edi- 
torial service as in the past. 

Likewise, the articles on appliances and specialties are 
segregated into a separate section for the convenience of 
both specialty distributors and the many electrical whole- 
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salers who are actively cultivating their resale markets. 

Further, in the recognition of the specialty distributor 
as an increasingly strong factor in the wholesaling of 
electrical appliances, the staff of this paper cannot over- 
emphasize the importance of this movement to the elec- 
trical wholesaler. The latter must in turn recognize this 
new distributor and his strength. The principles of 
THE JoBBER’s SALESMAN Plan for Market Determina- 
tion and Market Development loom up more important 
than ever before, for it is only by adopting such prin- 
ciples that the wholesaler can meet successfully this new 
competition. 

In indicating this new era in electrical wholesaling it 
must, therefore, be borne in mind by the electrical whole- 
saler that our staff continues to maintain its belief and 
confidence in him and in the job which he can do, stress- 
ing at the same time the absolute necessity for market 
study and market research in order to cope successfully 
with the competition to be found in this new era. 


Ty O the many specialty distributors who, with this issue, 
become readers of ELectricAL WHOLESALING, the 
staff seeks this opportunity to state that it is only with 
their fullest cooperation that the same high standard of 
editorial service can be rendered to their field as has been 
given to the electrical wholesaling field. You are invited 
to use our pages for news of your company, its activities 
and its personnel. You are asked to give to our field 
editors those articles and that information which will 
be helpful to your entire industry. In turn, you are 
guaranteed an editorial service designed to improve your 
own efforts and those of the industry you represent. 

On pages 30-31 of this issue is contained an article 
setting forth the reasons for this new era in electrical 
wholesaling. Turn to it now, read it thoroughly and 
digest the surveys of the situation as revealed in the 
various cities covered. The new era of electrical whole- 
saling is here, a fact which must be acknowledged by 
every student of the industry. 














The E. L. S. A. Plan 


An operating program of unified economy and co-ordinated 


selling for the electrical industry 


By HOWARD EHRLICH 


President, Electrical Trade Publishing Co. 


was the first to arouse the public consciousness to 

the novelty of a formal program to reach a definite 
objective. In any event the idea caught the popular fancy 
to such an extent that almost everyone now has a pet 
plan to meet any of the social, political or economic 
problems of this turbulent era. 

It is with some hesitancy, therefore, that ELEcTRICAL 
WHOLESALING and ELEctrRICAL CONTRACTING, jointly, 
propose another plan, not as a cure-all for all of the evils 
of the industry, but rather as an operating program of 
unified economy and co-ordinated selling that will meet 
the needs of today. The plan is essentially an objective 
for the industry and takes its name E.L.S.A. from the 
four words which comprise its main points—Economize, 
Localize, Specialize and Advertise. 

For some time it has been apparent to students of the 
industry that fundamental problems existed which were 
and are seriously retarding normal development. Such 
problems, it must be borne in mind, are not entirely the 
result of the present depression. Even in the supposedly 
prosperous years of 1927, 1928 and 1929, the industry 
was facing a critical evolution. Few seemed to realize it 
or, if they did, the car of prosperity was traveling too 
fast and too well to give any thought to overhauling the 
engine. 

Nevertheless, the “good old days”’—when millions of 
homes accessible to central station lines were to be wired, 
when miles of streets were to be lighted with modern 
units, and when thousands of industrial plants were to 
be electrified—were rapidly passing. And with their 
passing, it became increasingly obvious that the influx 
of manufacturers, wholesalers, contractors and dealers 
into the industry made it impossible for sufficient busi- 
ness to be dropped into the laps of each of them to keep 
them profitably busy. 

Naturally, a few among this group sensed the evolu- 
tion which was taking place and visioned not only the 
absolute necessity for, but also the tremendous possi- 
bilities in creative selling as an emphatic substitute for 
the obsolete practice of order taking. To put it more 
practically, there is not a “Chinaman’s chance” for the 
contractor, for example, who sits in his office and awaits 
the call for a job to be figured. Likewise, the wholesaler 
who merely accumulates a warehouse of supplies and 
then depends upon the “demand” in his own territory 
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Divas the Russia with its famed Five-Year Plan 


to move that stock at a profit, is the victim of his own 
short-sightedness. And, the self-same thought applies 
in equal measure to the dealer and the manufacturer. 

Do conditions exist today which replace the markets of 
the “good old days”? The answer is Yes! 

There stands before us a tremendously big and im- 
portant job of modernization to be done. Buildings of 
all kinds which were wired even a few years ago, offer 
great potential markets for modernization. Besides these 
there are the many new opportunities which are con- 
stantly arising through the developments of new com- 
modities and new applications of old commodities. 

These are the observations which constituted the back- 
ground of our study. When analyzed it became readily 
apparent that any plan developed from such observations 
must be based on two fundamental principles. 

1. The elimination of all waste. 
2. The development of the great potential market 
through creative selling methods. 


N the supplement to this issue of ELEcTRIcCAL WHOLE- 

SALING is the E.L.S.A. Plan. And, it will be noted that 
the first recommendation of the plan is “Economize.” 
The electrical industry, due perhaps to its phenomenal 
growth is honey-combed with wasteful, obsolete and 
inefficient practices and policies. Obviously, it is the 
first place to start cleaning house. Under the heading, 
therefore, of ‘““Economize” are set forth the most impor- 
tant economies which each branch of the industry must 
put into effect if progress is to be made. 

Creative selling is covered under the headings of 
“Localize” and “Specialize” with the high spots of such 
activities mentioned under the headings that apply par- 
ticularly to each branch of the industry. Advertising is, 
of course, essential to all branches and those principles 
which must be followed on that subject are indicated 
under the heading of “Advertise.” 

It is, therefore, apparent that under the headings, 
“Economize,” “Localize,” “Specialize” and “Advertise” 
there is set forth for each branch of the industry a pro- 
gram that recognizes the important needs of today and 
offers in effect an objective toward which the industry 
must strive. 

Too much emphasis cannot be placed on the fact 
that the E.L.S.A. Plan is an operating program of uni- 
field economy and coordinated (Turn to page 24) 
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A survey of electrical contractors in the city of Baltimore showed an investment by each contractor in electric tools of from $88 to $1,332 


Electric Tools—A Sales Opportunity 


By W. C. ALLEN 


Sales Manager, 
Black & Decker Mfg. Co. 


This profitable line can be sold to electrical 
contractors, utilities, railroads and industrial 
plants. Replacement purchases of electrical 
contractors alone amount to a million dollars 
annually 


S a former electrical wholesaler’s salesman, upon 
A entering the electric tool manufacturing business 
I turned first to my old love, the electrical whole- 
saler, and during the past 12 years have put a lot of 
time, thought and effort into trying to develop a vol- 
ume of tool business through electrical wholesalers, but, 
I must confess, with very discouraging re- 
sults. 


to $100,000 ; Class C $20,000 to $50,000; Class D $6,000 
to $20,000, and Class X under $6,000. Calling on typical 
electrical contractors in each class, the average number 
and the kind of tools in use by individual contractors 
were found to be as shown on the accompanying charts. 
Taking these figures as an average for the entire coun- 
try, electrical contractors, exclusive of Class X, have 
five million dollars invested in electric tools. 

Although electric drills wear longer than electric ham- 
mers or saws, for example, electric tools are replaced 
on an average of once every five years. On this basis 
there is an annual replacement market in excess of one 
million dollars among contractors alone. Add the new 
business that can be developed in this particular field 
and there is, indeed, a very sizable market among the 
present contractor customers of the electrical wholesaler. 

Our Baltimore survey showed that not one of the elec- 
tric tools in use by the contractors interviewed had been 

bought from an electrical whole- 
saler. Every one of them had been 





We estimate that the annual volume of 


purchased from a mill supply dis- 


sales through electrical wholesalers repre- 1110 CLASS A CONTRACTORS  *1478:520 ELECTOOKS tributor. The mill supply distribu- 
sents only from 1% to 2% of the total 2565CLASB =” ” 20 tor has nothing in common with 
electric tool market, or between $150,000 SSOCASC * * (em * the electrical contractor. He can 
and $300,000 a year. 6OISGASD ~ ~ SHO0D™ ~ get a little tool business from him 


The electrical wholesaler reaches four 





*| 15000 CONTRACTORS USE °5,186045 FLECTOOK 


and that is about all. It is gravy 








distinct markets for electric tools ; industrial 
buyers, contractor dealers, utilities and rail- 
-roads. We doubt that the average electrical 
wholesaler can ever function 100% on elec- 
tric tools in the industrial field. This is for the reason 
that mill supply distributors are equipped to do a better 
industrial job because the specifying of electric tools in 
America’s industrial plants is done by the plant superin- 
tendent or the production manager. It is a production 
problem and not an electrical problem and the mill sup- 
ply industry, as a whole, is doing very efficient work 
in helping the industrial buyer on his tool problems. 
We have a few electrical wholesalers who are special- 
izing in the industrial field and who do an excellent job 
on tools. The average electrical supply house, however, 
has not been a factor with us in the sale of tools. 
Next we have the electrical contractor market. In 
order to determine the potential market for electric tools 
among contractors our company recently conducted a 
survey in the city of Baltimore. All contractors were 
divided into the following classes according to their an- 
nual business: Class A over $100,000; Class B $50,000 
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The contractor market for tools 


for him, but he is taking it away 
from the electrical wholesalers who 
are organized to sell this particular 
class of customer. 

The manufacturers will be very happy to show you 
how to obtain this business. That is the function not 
only of ourselves but of every tool manufacturer. We 
can also show you how to develop the sale of electric 
tools to the utilities and the railroads of this country 
because with both utilities and railroads the specifying 
of tool equipment comes under the electrical depart- 
ments. Hence the electrical wholesaler is their logical 
source of supply for electric tools. 

In the tool field we have a number of reliable manu- 
facturers who have for years maintained a very strict 
wholesaler policy. Our company has sold a million 
electric tools in the last 14 years and that business has 
been done 100% through wholesalers. The only busi- 
ness on which we reserve the right to quote direct is 
federal government business. (Turn to page 24) 





*Abstract of address delivered before the N.E.W.A. at Cincinnati, 


November 11, 1931 








Tools are a profitable line with us and also 
serve to prevent customers from establish- 
ing contacts with other wholesalers who 
handle electrical supplies as well as tools. 
Lighting fixtures also build contractor busi- 
ness while a firm credit policy and close 
personal contacts develop customer loyalty 


R. W. Brown 


Tools Increase Our Contractor Sales 


By R. W. BROWN 


President, Pittsburgh Electric Mfg. Corp., Pittsburgh, Pa. 


to be only a side line. They are quite willing to 

allow their customers to drop over to the hard- 
ware wholesaler for their tool requirements. ‘It’s only 
a small matter,” they tell themselves. But is it? 

We consider tools a very important line for the elec- 
trical wholesaler. We find that they are not only a 
profitable item in themselves, but they also do more than 
any other single item to 
hold the trade of our 


‘| ete: are many wholesalers who consider tools 


to gather in long-faced groups and rant about the ethics 
of competition. On the other hand it is far easier and 
more profitable to sell a complete line of tools to cus- 
tomers who prefer to deal with you than to attempt to 
dictate sales policies to the hardware trade. 

We know 90% of our customers by their first names. 
They know us, trust us and like us. Consequently, we 
have no trouble in selling them tools along with their 
other needs. And when they buy tools from us they are 
not making contact with our competitor. 

Then, too, we believe that we have a better knowledge 
of what the contractor needs in the way of tools and we 
know the lesson of quality. We handle electricians’ 
tool bags, for instance, that cost us twice the retail 
price of some bags. However, when the electrician buys 
a tool bag from us he knows he will not have a drill 
sticking through the side of his 
bag after he has used it for a 





contractor customers. 

Years ago there*may 
have been some reason 
for this indifferent atti- 
tude toward tools, but 
alert wholesalers have 
learned that times have 
changed. In recent years 
the hardware wholesaler 
has become an important 
factor in the sale of wir- 
ing supplies and, because 
supplies are not a basic 
item with him, he feels 
perfectly free to offer 
them as leaders in order 
to bring the electrical 
contractor into his place 
of business for the tools 
which he sells him at a 
generous profit. 

The best way to com- 
bat this situation is not 
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The Rotary Saw is a tool with many applications 


couple of weeks. 

Tools that will operate more 
efficiently and wear longer make 
real friends for the man who sold 
them. On the other hand, if a 
contractor buys hacksaw blades 
that do not hold up you can de- 
pend upon him to hold it against 
the seller, regardless of the price 
he paid. And then, too, if the 
tools are poor he immediately 
judges the wholesaler’s entire 
stock to be the same. 

It has always been our policy 
to go with the contractor 100% 
in the way of service and coop- 
eration. For example, the first 
question asked of a person com- 
ing in to buy fixtures is “Who 
sent you?” The one thing that 
has built up our fixture business 
is the knowledge on the part of 
our customers that it is our firm 
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An Operating Program of Unified Economy and Co-ordinated Selling Accepted by the Electrical Industry 





Wholesaler 





A. Eliminate Unnecessary Duplication 


of Lines 
1. They create waste, lead to confusion. Do not 
permit effective selling. 
2. Pushing single lines makes your account 
worthwhile to the manufacturer and makes 
for sale effectiveness. 


B. Discontinue Obviously Obsolete 
Numbers in all Lines 
1. Through stock control and close inspection 
of inventory. 


2. Will help reduce cost of doing business for 
your entire industry and help manufacturers. 


3. Reduces your inventory losses. 


C. Observe Stricter Credit Policy 

1. Results in better contractors and retailers. 

2. Reduces your losses, 

3. Cuts down number of retailers and contrac- 
tors entering the business with insufficient 
funds. 

4. Builds respect for your institution. 


D. Delivery Policy Corrections 


1. Charge for delivery of small orders. 

2.Set up a free delivery zone with customers 
paying for delivery beyond that zone. 

3. Investigate possibilities of cooperative or 
exchange deliveries with other firms in your 
territory. 


ECONOMIZE 


| Contractor 


Retailer 


Manufacturer 


Industry 


Consumer 





A. Concentrate Purchases 


1. With responsible houses. 
A. Saves purchasing time, minimizes stock, 


account worthwhile. 
2. Select a quality and repeat its use. 


B. Use Only Modern Methods 


1. Replace old equipment whenever possible 
with modern. 


der only sufficient to do job. 


ing tools. 


C. Improve Your Credit 

1. Install an adequate accounting system. 
2. Take all cash discounts. 

3. Be sure of the credit of your customers. 
4. Budget expenses. 


5. Insist that your wholesaler adheres to strict 
credit control. 


D. Place Complete Orders 


deliveries and give it to wholesaler at one 


and errors. 


carelessness and forgetfulness and is very 
costly generally because men and truck must 
pick it up. 

3. Carry emergency stocks. 








E. Determine Limits of Economic Ter- 
ritory 
1. Serving too large a territory costs you money 
and weakens your service where it should be 
best. 


2. Create a map of your effective territory to 
present to manufacturers for their guidance. 


F. Market Analysis 
1.Try to develop adequate knowledge of your 
market. 
A. Contractors 
B. Retailers 
C. Industrial 
D. Commercial 


G. Cooperate 
1. With other wholesalers 
A. To determine and abide by agreed sales 
territories 
B. To avoid ruinous price cutting 
C. By exchange of ideas, office systems, etc. 
2. With your customers 
A. By giving sales help and encouraging co- 
operation in other directions. 
B. By supplying leads. 
C. By advising on general business problems. 
3. With your local Central Station, Electric, 
League and other business associations. 


E. Develop a Local Reputation 

1. Through thoroughness of work and sys- 
tematic re-inspection of completed jobs. 

2. Locate your place of business where people 
can find it readily. 


F. Survey Business Sources 


1. Determine possibilities in 
A. New building installations 
B. Rewiring 
C. Specialization. 
2. Use readily available sources of business 
A. Building permits 
B. Newspaper notices. 


G. Cooperate 
1. With other contractors 

A. To avoid ruinous price cutting 

B. By exchange of ideas 

C. Through exchange of credit information. 
2. With wholesalers 


for jobs 
B. By limiting your purchases to a few 
wholesalers 
3. With your local Central Station, Electric 
League and other business associations. 





A. By early supplying complete requirements | 


only one bill to worry about, makes your | 


2. When you have to use obsolete materials or- | 


3. Insist on your men using modern labor-sav- | 


1. Make out complete material schedule with | 


time for delivery to job thereby saving time | 


2. Ordering in very small quantities is result of | 


LOCALIZE 


' 





A. Sell Accepted Merchandise 


1. Takes you out of price class. 


2. Builds good will for your store and actually | 


moves faster. 


3. Concentrate purchases through fewer dis- | 


tributors. 


B. Adequate Stock Control System 


1. Less money tied up in shelf warmers. 
2. Increases turn-over and simplifies purchasing. 


3. Permits regular clearances of slow moving 
stock, 


C. Take Cash Discounts 


1. Consult your distributor credit manager. 

2. Budget your expenses. 

3. Hire less but more efficient help. 

4. Follow collections through a definite system. 


5. Obtain adequate down payments on time 
sales. 


D. Avoid Costly Purchases 


1. Recognize waste in placing of too small 
orders. 


2. Recognize danger in over buying for possible | 


lower price. 








A. Practice Selective Distribution 
1. Possibly a revision of the number of whole- 


salers handling your line will give you fewer, | 


but better outlets. It will reduce cost of sell- 
ing, servicing and handling. 

2. It makes possible increases in sales through 
the more effective transmission of ideas about 
your product, 

3. Attempt to shape distribution along lines of 
marketing effectiveness. 


4.By making savings and profits, you can 
fortify your position with systematic publicity. 


B. Reduce Obsolete Numbers 


1. Dropping of obsolete numbers saves you 
money in handling, producing and selling. 

2. It simplifies the line, reduces the investment. 

3. Giving distributors advance notice of change 
in styles or numbers reduces obsolescence 
and builds good will for you. 


C. Establish Credit Policy 


1. By insisting that your credit terms be met 
promptly, the distributor is forced to do like- 
wise with his trade. This will benefit the 
industry and avoid loss to you. Here is 
another source of saving for you—another 
source of revenue for building a more secure 
future via regular publicity. 


D. Changes in Service Policy 


1.Consider the establishment of repair and | 


service routine fitting distribution needs. 


2. When you discontinue to handle without ex- | 


tra charge broken package lots, orders less 


than minimum amounts, direct shipments, | 


you strengthen your distributor’s position. 
3. With the distributor in a better economic 


position he can render more effective sales 
service for you, thus once more building new 


economies and better profits which will pro- | 


vide funds for consistent publicity efforts. 





A. The Policy of Economy 
Will Help Industrial 
Consumers 


1.To buy with greater confi- 
dence and know that products 
are of good quality at fair 
prices. 

2. To standardize on these prod- 
ucts and thus simplify pur- 
chasing, maintenance and op- 
eration. 

3.To eliminate obsolete equip- 
ment without expansion of 
production capacity. 


4. To buy from financially sound 
distributors and manufacturers. 


5. Eventually to get better prices. 





A. The Policy of Economy 
Will Help Consumers 


1.To buy with confidence and 
know that products are of 
good quality at fair prices. 

2. To buy from financially sound 
contractors or retailers. 

3.To shop with a knowledge 
that goods will be available at 
convenient locations. 

. To purchase on a sound credit 
basis. 

.To know that the price 
charged by the retailer or con- 
tractor does not include the 
wasteful expense of carrying 
obsolete and unsalable mer- 
chandise. 

.To believe that repairing and 
servicing will be satisfactorily 
handled. 


. Eventually to get better prices. 





E. Know Your Location Possibilities 


1. Determine whether you can sell convenience | 


or specialty merchandise from test displays 
in your windows and in your advertising. 


2. Know the character of the people in your 


vicinity or community. 


F. Study Business Sources 


1. Build prospect lists from available sources | 


such as 
A. Weddings, graduations and births. 
B. New arrivals in neighborhood. 
2. Follow up old customers 
A. Additional sales. 
B. Leads for new sales. 


G. Cooperate 


1. With other retailers 
A. To avoid ruinous price cutting and to sell 
standard appliances. 
B. By exchange of ideas and to promote ad- 
ditional sales. 
C. Through exchange of credit information 
and by joint delivery. 
2. With wholesalers 
A. To restrict purchases to a few wholesalers. 
B. To order in profitable quantities. 
C. To obtain selling instruction. 


3. With your local Central Station, Electric | 


League and other business associations. 








SPECIALIZE 


E. Use a Trading Area Scheme of Sell- | 


ing 


1. Insist upon your distributors furnishing you | 


with maps showing their effective areas of 
service. Build a general sales scheme that 
covers all of the trading areas. Make this 
scheme the control of your advertising. 


F. Help in Market Determination and | 


Analysis 
1. Supply wholesaler with assistance in analyz- 
ing his market on your lines. Deliver the 
points developed in your market analysis to 
your customers in your monthly advertising 
so that all will learn to what extent your 
products can be used or sold. 


G. Cooperate With Other Distribu-— 


tive Agencies 


1. Cooperate by educating wholesalers, contrac- 
tors, retailers and central stations to the value | 
dis- 
tributive agencies to the end of selling more | 
for you and rendering better and more eco- | 


of E.L.S.A. Cooperate with these 


nomical service to the consumer. 





E. The Policy of Localiza- 


tion Will Help Indus. 


trial Consumers 


1.To secure more efficient de- | 


livery service. 


2. To consolidate your purchases | 
with | 


with local businesses 


safety. 


3.To secure more 


neers and repair men of local 
firms. 


consistent | 
service from salesmen, engi- | 





E. The Policy of Localiza- 
tion Will Help Con- 
sumers 


1.To become better acquainted 
with local retailers and con- 
tractors. 


. To secure fair and more effi- 
cient delivery service. 

.To concentrate purchases lo- 
cally with confidence. 

.To secure more consistent 
service from salesmen and re- 
pairmen of local firms. 

. By eventually building a new 
and sounder prosperity for the 
institutions of the industry lo- 
cated in the community that 
will enjoy the benefits of the 
E.L.S.A. Plan. 





H. Be a Specialist in at Least One Di- H. Departmentalize in Terms of the | H. Foster Industry Specialty Selling on 


| 
_H. The Policy of Speciali- H. The Policy of Speciali- 
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C. Industrial 
D. Commercial 


G. Cooperate 
1. With other wholesalers 
A. To determine and abide by agreed sales 
territories 
B. To avoid ruinous price cutting 
C. By exchange of ideas, office systems, etc. 
2. With your customers 
A. By giving sales help and encouraging co- 
operation in other directions. 
B. By supplying leads. 
C. By advising on general business problems. 
3. With your local Central Station, Electric, 
League and other business associations. 





. Use readily available sources of business 
A. Building permits 


B. Newspaper notices. 


| 
G. Cooperate | 
1. With other contractors 
A. To avoid ruinous price cutting 
B. By exchange of ideas 
C. Through exchange of credit information. 


2. With wholesalers | 
A. By early supplying complete requirements 
for jobs | 
B. By limiting your purchases to a few 
wholesalers | 
3. With your local Central Station, Electric | 
League and other business associations. 


2. Follow up old customers 


A. Additional sales. 
B. Leads for new sales. 
| 


G. Cooperate 


1. With other retailers 
A. To avoid ruinous price cutting and to sell 
standard appliances. 
B. By exchange of ideas and to promote ad- 
ditional sales. 
C. Through exchange of credit information 
and by joint delivery. 
2. With wholesalers 
A. To restrict purchases to a few wholesalers. 
B. To order in profitable quantities. 
C. To obtain selling instruction. 





| 3. With your local Central Station, Electric | 


League and other business associations. 





H. Departmentalize in Terms of Mar- 
ket 


.Each division of your market needs special 
attention. If you are a house too small to 
serve four markets, single out one and spe- 
cialize on that. 


I. Specialty Selling 

. Lines can be grouped for each market around 
salesmen for that market, or you can build 
specialty selling on the basis of lines you 
carry. 

. Specialty selling builds profit. 


J. Develop Sales Direction 

1. Plan your selling by seasons, by territory, by 
salesmen. 

2. Charge a fair profit in your prices and be 
unyielding. 


H. Be a Specialist in at Least One Di- 
rection 
1. Through specializing in one direction it is 


possible to build up a reputation in that field | 


and it gives you the opportunity of securing 
business on a non-competitive basis. Even 
though you specialize, it is not necessary to 
turn aside other business. 


I. Draw Specialty Sales Data from Your 
Distributors 


1. Your distributors will assist you in becoming | 


a specialist. 
2. Draw sales data and suggestions from their 
organizations. 


3.Read_ trade 
pamphlets. 


J. Sell Safety and Convenience 


1. Build your sales story in soliciting business 
around your ability to do the best kind of a 
job. Make customers feel that you know more 


journals and manufacturers’ 


| 
| 


| 


about the job than anyone else, thereby elim- | 


inating price competition. 


! 


H. Departmentalize in Terms of the | 


Product | 


1. Make your store arrangement an understand- | 
able one on the part of your customers. For 
example a department for lamps and lighting, 
one for small cooking appliances, one for 
large labor saving devices. 

2. Arrange window displays or one product or a 
related group of products. 


I. Develop Specialty Selling 


1. Each major appliance should have its par- 
ticular plan of promotion 
A. Try store demonstration and _ special 
events. Try outside house to house solici- 
tation with home demonstrations. Try 
special windows with definite themes. 


J. Sell Utility 


1.In your windows, in your advertising, via 
your clerks—sell the usefulness, the beauty 
and convenience rather than price. 

2. Train your repair men in salesmanship—keep 
them on lookout for new leads. 








your customers in your monthly advertising 
so that all will learn to what extent your 


products can be used or sold. | 
| 


G. Cooperate With Other Distribu- 
tive Agencies 


1. Cooperate by educating wholesalers, contrac- | 
tors, retailers and central stations to the value | 
of E.L.S.A. Cooperate with these dis- 
tributive agencies to the end of selling more | 
for you and rendering better and more eco- | 
nomical service to the consumer. 


| 
| 
| 
| 
| 


pairmen of local firms. 

5. By eventually building a new 
and sounder prosperity for the 
institutions of the industry lo- 
cated in the community that 
will enjoy the benefits of the 
E.L.S.A. Plan. 





SPECIALIZE 


H. Foster Industry Specialty Selling on H. The Policy of Speciali- 
Your Lines | zation Will Help In- 


1. Coordinate publicity directed to the industry dustrial Consumers 
in all publications you use and in all direct | 
mailing pieces. Show where product is sold | 


and used. Tell of its advantages. | reliable salesmen and sales en- 
| 
| 


gineers. 


the cost of production. 


|. Divert Missionary Selling to Specific 
Assistance 


1. Get your sales department to advocate spe- 
cialty selling on your line. Publish detail data 
on your products in your trade paper adver- 
tising, thus making this advertising an instru- 
ment of help for specialty selling. 


J. Sell By Plan 


1. Through advocating the industry needs, cre- | 
ate economies from which you will benefit. | 
By selling on a plan that incorporates these | 
industry needs, you will build a secure future 
for your company and your product. 





K. Systematize Your Publicity 

1. Support your salesmen with regular monthly 
mail to your customers. 

2. Use manufacturers’ sales helps. 

3. Follow unified publicity program as published 
in ELECTRICAL WHOLESALING. 

4. Tie up your publicity with that of manufac- 
turers. 





K. Advertise Your Specialty 


1. Advertise your special ability to handle a | y C : 
| 2. Tie up with the manufacturers’ national ad- 


particular type of work. 
2. Systematically use manufacturers’ sales helps. 


3. Tie up with manufacturers’ national adver- | 


tising in your local newspaper. 


4. Build a mailing list and make regular mail- | 


ings. 


K. Advertise Your Service 
1. Systematically use manufacturers’ sales helps. 


vertising in your local newspaper. 

3. Build a mailing list and make regular mail- 
ings. Add to mailing list from records of 
births, weddings, graduations, new arrivals. 


4. Develop an advertising theme for your store, | 


such as economy, quality, comfort, style. 





K. Advertise Your Plan and its Advan- K. The Policy of Advertis- 
tages | 
1. Talk quality, advertise quality, picture the | 
advantages to be gained in selling or using 
your product. Show the industry how easy | 
profits can be made through the use of a 
positive story about your product. 


trial Consumers 


ment, materials and costs. 


2.To learn how these products 
can aid you in the solution of 
your problems. 


2.To draw safely upon these | 
men for assistance in reducing 


1.To receive more expert and 


ADVERTISE 


| ing Will Help Indus-_ 


| 1.To keep informed of equip- | 


H. The Policy of Speciali- 
zation Will Help Con- 
sumers 

1. To receive more expert service 


from reliable salesmen and re- 
pairmen. 


2.By making it easier, quicker 
and more pleasant to shop. 





K. The Policy of Advertis- 
ing Will Help the 
Consumer 

1. To keep informed on new de- 

vices, costs and sales. 


2.By suggesting gifts, prizes, 
etc., for special occasions. 














policy to always recognize the contractor in our fixture 
sales. 

While there has been considerable discussion of late 
as to whether the wholesaler should handle fixtures, the 
answer is really quite simple. If the wholesaler has a 
large portion of his trade among contractors then he 
should handle fixtures by all means, and he should find 
them profitable, too. 

While most electrical wholesalers make it a practice 
to render advice to their contractor customers we also 
make a point of securing advice from our customers on 
the conduct of certain phases of our business. This 
policy we believe to be unique among wholesalers. 

For example, we recently received a letter of inquiry 
from a contractor with whom we had never done busi- 
ness. Before opening an account with him we called on 
other contractors in his town and asked about this man. 
We learned that he was a new man in the business who 
had formerly worked for a local concern. Then we 
asked these other contractors if he was the type of man 
who would do good work at a fair profit or one who 
would attempt to demoralize conditions in that town 
by inferior work and cut-throat prices. We were pleased 
to learn from the contractors that he was the right type 
of man and would be a worthwhile customer for us and 
so we accepted his account. 

It has been our experience that in cases of this kind 
the established contractors will be very fair in giving 
a man all the credit that is due. Incidentally, too, the 
present customers make the finest possible sources of 
information as to the credit deserved by a neighborhood 
contractor. Of course we do not base our decisions en- 
tirely on the reports of the contractors, but they do go 
a long way with us. . 

We also have a very firm policy towards the bankrupt 
contractor or contractor-dealer. In a recent case of in- 
solvency the usual creditors’ meeting was held and the 
contractor-dealer proposed that we accept a few cents 
on the dollar and give him a chance to start all over 
again. In this case we positively refused to accept any- 
thing less than the full amount due for the reason that 











Every contractor is a live prospect for this self-adjusting 
pipe wrench 
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Power Saws are used by contractors both in the shop 
and on the job 


this man was not only unfair to us, but had developed 
into a serious menace to our other customers in that sec- 
tion because of his unfair business practices. 

When the smoke had finally cleared away this man 
was in business again and driving a very fine car while 
the creditors and the competitors were out. One by 
one his other creditors sought his business and it was 
only a short time before he was again on the books of 
these concerns. We believe, however, that we have lost 
nothing in refraining from soliciting his business and 
that by doing so we are only guarding ourselves against 
further losses. 

At the present time this man is regarded with dis- 
favor by his competitors. They are wondering if, after 
all, the fellow isn’t pretty clever for having put it over 
and then paved the way for a return game. Naturally, 
they know that we do not sell this man and, being capa- 
ble of logical thought, they say to themselves “The 
Pittsburgh Electric Manufacturing Corp. is not selling 
or extending credit to this fellow who has made com- 
petition so bad in our town. Therefore, when we deal 
with them we are not dealing with a firm whose profits 
go to finance a chap who has been making business bad 
for us.” 

But if a customer is fair with us, we are anything 
but hardboiled in our treatment of him and our custom- 
ers look upon our representatives not only as salesmen, 
but as personal friends as well. 

That is one reason why our salesmen are able to per- 
sonally contact all their customers. It is nothing unusual 
for one of our men to call at a customer’s home at ten 
in the evening if he has been unable to find him during 
the day. Our men do not work by the clock. 

Summing it all up, it appears to us that what success 
we have had in the electrical wholesaling business has 
come from: 

1. An appreciation of the fact that the contractor is a 
man who can give advice as well as take it. 

2. Confidence that the normal contractor is a man 
who appreciates favors. 

3. Supplying the customer with tools and all neces- 
sary equipment needed for a job so that he is not forced 
to go elsewhere to purchase his requirements. 














Planned Selling 


Builds Profitable 


Dealer Accounts 


™ By WM. M. FYFFE s 


President, Wm. M. Fyffe, Inc., Brockton, Mass. 


HE electrical wholesaler, 
| conten with a stock of 

several thousand items, is 
constantly being urged by his 
manufacturers to place special 
sales effort behind these particu- 
lar products. His answer is that 
it is impossible to push every one 
of these items, which is true 
enough. But he can push some 
of them. What method can he 
use in making a choice? 

In order to get at the facts re- 
garding each commodity in our 
stock we made up two commod- 
ity charts. On the first chart we 
listed what we considered to be 
volume items; those bought in 
large quantities because of public 
acceptance and universal use. 
They are obviously items that 
should be brought to the atten- 
tion of customers on every call 
and which are often an entering 
wedge for new business. 

On the second chart we listed, 
in the order of their importance, 
those items carrying a high mar- 
gin of profit. There are numer- 
ous items on which the sale may 
not be very large which, never- 
theless, form the frosting on the 
cake for the wholesaler and once sold bring repeat orders. 

We believe that careful attention given to placing these 
items in their logical trade outlets should materially in- 
crease our profits. Unless a careful check is made both 
of sales and of possible outlets the wholesaler will not 
know just which of the items appearing on the two charts 
are really the profit and volume makers. It is very easy 
to think one knows these things offhand, but the books 
frequently reveal facts that vary considerably from a 
wholesaler’s offhand guess. 

So our next problem was to decide where we should 
sell these volume and profit lines as shown on our two 
commodity charts. To this end we made up other 
charts showing the various outlets we sell, such as drug, 
hardware, department and other stores. Under hard- 
ware stores, for example, we listed the items that we 
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Wm. M. Fyffe 


By keeping a simple record of sales 
by commodities, by accounts and 
by towns, the principles of selec- 
tive and intensive selling as set 
forth in THE JOBBER'S SALES- 
MAN Plan can be put into actual 
practice by the small, independent 
wholesaler as well as by the large 
national houses 


have found can be sold success- 
fully through this type of outlet. 
Our salesman checks this list 
with the stock of the dealer. He 
finds certain items on his list not 
stocked by this account. “Why ?” 
he asks. And the question fre- 
quently leads to increased sales 
that we could never have made 
were it not for our simple charts. 

To enable us to follow up on 
both our salesmen and our cus- 
tomers we find simple records of 
great value. For the salesmen 
we keep a loose-leaf record with 
a separate sheet for each town. 
This sheet shows the sales of 
each man each day for the period 
of a month. With these facts we 
can tell instantly how a salesman 
is progressing on the whole as 
well as in specific towns and if he 
needs special help in certain lo- 
calities we can give it to him. 

The individual customer’s loose 
leaf record offers us further in- 
formation about conditions in our 
business and this contains not 
only the sales made by the sales- 
man but phone and mail orders 
as well. The face of this sheet 
gives credit information and the 
name of the salesman assigned to the account. On the 
reverse side are recorded the sales by months and years. 
A close watch is kept on these figures and if sales show 
a decrease we call or write the customer stating that he 
has not made many recent purchases and as we have 
always valued him as a customer we would like to know 
if we have failed in any way to give him proper service. 

These methods which we have worked out are in no 
way complicated. They consist of two commodity lists, 
volume and profit, charts showing the items we should 
sell to each class of customer, a salesman’s record and 
a customer’s record. 

Once installed, it is by no means a burdensome task 
to keep these records up-to-date. Our increased profits, 
due to more selective selling, have more than justified 
the efforts expended. 


ELECTRICAL WHOLESALING 











Which Commodities are Profitable? 


VY Cost accounting reveals the startling fact that 
one electrical wholesaler handled eight out of 15 


commodity groups at a loss 


Electrical Wholesaler” recently published by the 

Department of Commerce, reveals two conditions 
that deserve the serious attention of both wholesalers and 
manufacturers. First, the wholesaler’s actual operating 
costs vary greatly among commodity groups. Second, the 
gross profit margin available to the wholesaler on each 
group is, in most cases, inconsistent with his operating 
costs for that group. 

The actual percentage figures appearing in the accom- 
panying table cannot be taken as typical of the average 
electrical wholesaler today because they-are for the year 
1927 and because this particular wholesaler had excessive 
inventories of many commodity lines. 

The discrepancies between gross margain and oper- 
ating costs, however, are typical of the conditions pre- 


A analysis of “The Distribution Cost Study of an 


2. Storage includes rent, taxes on real estate, heat, 
light, power, depreciation of building and fixtures, etc., 
and is allocated according to the square feet of floor 
space occupied by each commodity. Bulky goods, such as 
conduit, are properly made to bear heavy storage charges. 

3. Handling charges include principally warehouse 
salaries, packing materials and delivery expenses. They 
are allocated on the basis of standard handling units and 
are thus charged most heavily against commodities which 
are heavy, bulky, fragile, of awkward shape, or other- 
wise difficult to handle. 

4. Checking includes all expenses incident to routine 
buying and selling and clerical work and is allocated 
according to the number of orders received for each 
commodity, thus properly penalizing those commodities 
most responsible for the small order problem. 

5. Promotional expenses include adver- 
tising, donations, trade association dues, 





























rent paid for a prestige site—if any, and 
Oper- 7 ” 
COMMODITY GROUP Annual | Average | Gross | ating | Net the promotional efforts of salesmen as 
Turnover| Sale Margin| Cost Profit . ° 
opposed to mere routine order taking. 
per cent|per cent|per cent : 
1 Pole Line Hardware $ 1.31 $14.81 21 35 2.69 8.66 It is allocated on percentage of total gross 
2 ncandescent Lamps 27.84 10. 21.0 13.51 49 : a. : . 
3 Lighting Equipment 7:35 21.63 1s 47 10.50 4:97 margin, thus relieving low-margin items 
4 adio an ccessories = 24.2 20.4 ey ‘i i i ™ 
: Satety Switches :s¢ | teas | test | inte]: 35 — creat sales — oe . 
6 ectric Fans - 32.4 16.5 13. 04 en = 
7 |Wire and Cable__ 5 10.99 | 22.26 | 13.01 | 12.15 0.86 a t . ee Oe 
8 |Telephone and Signal Equipment] 3.88 | 4.25 | 22.83 | 24.40 | —1.57 ing long-margin merchandise. 
9 |Heating Appliances 2.10 13.81 17.69 | 20.09 | —2.40 . : 
10 Conduit and Fittings 3. 89 6.71 17.20 19. 79 —2.59 6. Reimbursement includes losses from 
1 witchboards, eters, etc. .02 21.4 oo rn —3.44 : . 
12 Wiring Devices | 3.50 5.27 18.12 24.49 —$.37 bad debts and the direct cost of credit and 
ools an upplies . 34 23.48 | 29.92 | —6.4 : : : " : 
14 |Miscellaneous 0.58 | 7.06 | 15.59 | 22.08 | —6.49 collections including bookkeeping costs 
15 Fuses and Accessories y By 5.20 13.38 25.69 —12.31 involved in accounts receivable records 
and interest on funds tied up in accounts. 
Poor turnover, small size of average 


order and gross margins inconsistent 


vailing in the industry and point with operating costs 
to the serious need for further 
studies of distribution costs for 
individual commodities. If the 
method used by the Department 
of Commerce is used as a model, all further studies will 
then be on a comparable basis. 
_ In order to allocate all items of operating expense to 
individual commodities the cost accounting method of 
the Department of Commerce divides all expense items 
into six classes: investment, storage, handling, checking, 
promotion and reimbursement. 

1. Investment includes interest on all funds tied up 
in inventory, whether owned or borrowed, insurance on 
inventory, and all other expenses which are a direct re- 
sult of investing in a commodity. This item is allocated 
among all commodity lines in proportion to the average 
inventory value of each line. A slow moving stock thus 
receives a high investment charge. 
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materials 


losses for the staple lines of wiring 


It is allocated according to volume of 
cnted te sales, thus distributing the financial costs 
of doing business equally to each dollar 
of merchandise sold. This expense item 
bears most heavily on commodities of low 
gross margin. 

To apply this method it is necessary that office copies 
of all invoices show both cost of merchandise and selling 
price. A code number is assigned to each customer, class 
of customer, territory, salesman and commodity and a 
separate tabulating card punched for each separate item 
of each invoice. The mechanical sorting and tabulating 
of these cards permits practically any desired informa- 
tion to be obtained accurately and speedily. Complete 
instructions for applying this method of cost accounting 
will be found in “Distribution Cost Study No. 9” pub- 
lished by the U. S. Department of Commerce (price 15 
cents). 

In this article we are concerned only with operating 
costs as broken down by com- (Turn to page 26) 











Planned selling and aggressive follow- 
through resulted in the General Electric 
Supply Corp. exceeding its objective 


“\WYAR” 





A Million-Dollar 
Lamp Campaign 


N September 1, the General Electric Supply 
C) Corp. concluded what is considered by officials 

of that company to be the most successful new 
business drive on Mazda Lamps ever conducted in the 
electrical industry. 

With a sales quota of $400,000 to meet, the organiza- 
tion attained a 250% realization by securing $1,076,000 
in new business on Edison Mazda Lamps during the 
period from June 1 to August 31, 1931. 

The campaign, named “War”, was carried out with 
all the organization and strategy characteristic of a well- 
planned military offensive. 

The current business depression had not helped the 
incandescent lamp business. However, a searching anal- 
ysis of the situation showed that there was lamp busi- 
ness to be had. It was simply a question of getting it. 
And that meant organization team work; an intensive 
lamp sales activity in which everyone involved would be 
required to play a part. 

In the mind of Chas. D. Spaid of the Nela Park Sales 
Promotion Department, the almost perfect example of 
such group effort is a well-planned battle offensive. 
“There’s nothing like it,” he thought, “for mustering all 
available men and machinery and reaching a set objective. 
So why not pattern our sales campaign after a success- 
ful war maneuver, and get everybody going at once?” 

Following a conference with G. E. Supply Corp. offi- 
cials, the campaign was named “War”, and was so 
planned that all of their salesmen, more than 300 strong, 
were mustered into service. 

As a plan of battle, all salesmen were divided into 
four military groups according to their average monthly 
lamp sales for June, July, and August, and individual ob- 
jectives assigned, represented by sales potentialities in 
their territories. Those in the first group, known as 
Aviation, were given a quota of $2,000. The second 
group, the Engineers, consisted of men with quotas of 
$1,300 to $2,000. The third group, the Artillery, was 
composed of men with quotas of $800 to $1,300. The 
fourth and last group, Infantry, was made up of men 
with quotas of $800 and below. 

As the men in each of these groups obtained new 
business, they advanced in rank from privates to gen- 
erals, and shared in the “Spoils of War” by receiving in- 
creasing cash bonuses with each successive promotion. 
The lowest group at the end of the campaign, men 
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by 250% : 


By J. W. MILFORD 


Nela Park Sales Promotion Dept. 
General Electric Co. 


who had not yet signed up a lamp contract, was known 
as kitchen police. Those men who since the start of 
the campaign had not only failed to obtain new busi- 
ness but had lost ground since the declaration of war 
were placed in the A.W.O.L. (absent without leave) 
class. Each group advanced from privates to corporals. 
then through to sergeants, second lieutenants, etc., all the 
way up to generals, as they signed up new business. 
Branch managers of the 36 G. E. Supply Corp. houses 
were given the rank of lieutenant, with those in higher 
authority given correspondingly higher army titles. 

In accordance with the plan of action, every man had 
an opportunity to earn a substantial sum of “iron men” 
as his sales progressed. A further incentive was offered 
in the form of a bonus to be given to the highest rank- 
ing colonel in his corps. To stimulate competition, each 
of the 36 branch houses of the G. E. Supply Corp. 
vied with each other in striving for cash prizes which 
were offered to those branch houses attaining the highest 
percentage realization of quotas. 

“War” was officially declared by J. L. Buchanan, 
president of the G. E. Supply Corp., in the first issue 
of “Barrage”, a sales bulletin published bi-weekly 
throughout the campaign. In this issue, dated May 20, 
President Buchanan, who was made Commander-in- 


Chief, said, in part: 

/ \\/ E are going to war so that our future high posi- 
tion in lamp distribution may be assured. I com- 

mend the action to you and have full confidence that its 

outcome will be eminently successful. 

“The proven law of survival of the fittest is very much 
in evidence at the present time. The lamp business is 
no exception. If we are to survive in this line, and all 
others, we must go out and fight for new customers, 
to compensate for those who may fall by the wayside 
for various reasons. And that is what we are going to 
do. Not with clubs, or swords or guns, but with friend- 
ship, enthusiasm and high-class service.” 

In setting $400,000 in new business as the objective 
of the campaign, H. B. Tompkins, sales manager of 
G. E. Supply Corp., who was appointed Secretary of 
War, called upon his men to mobilize and advance to the 
battle front promptly on June 1, armed to the teeth 
with determination and sales ability, equipping them- 
selves meanwhile with a careful study of the best methods 
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for securing new lamp business that had been prepared 
by the Nela Park Sales Promotion Department of Gen- 
eral Electric at Cleveland. This material had been time- 
proven in securing new business. “Colonel” A. C. 
Prange, sales promotion manager, “Colonel” R. G. 
Worsley, manager of indoor lighting sales, and “Lieu- 
tenant-Colonel” S. O. Githens, assistant sales promo- 
tion manager, all of the G. E. Supply Corp., completed 
Commander-in-Chief Buchanan’s headquarters staff. 

Sure-fire ammunition in the form of agency solicita- 
tion portfolios and consumer solicitation portfolios, 
containing forceful and easily presented sales stories on 
the advantages of the Edison Mazda Lamp franchise, 
and effective sales arguments as to why a user of light 
should have an “E” contract for Edison Mazda Lamps 
(such a contract gives a quantity purchaser a substantial 
discount on his yearly lamp purchases, such discounts 
varying with the size of the contract). In addition, an 
array of promotional material to be used by the men on 
the firing line was supplied, together with sales ideas cal- 
culated to help the field men to take full advantage of 
any sales opportunity. 

Each issue of “The Barrage” carried a progress map 
of the “offensive” and showed how the field divisions 
were faring in reaching their objective. Obstacles in 
terrain and enemy concentrations were 
shown in true military fashion. 

Throughout the progress of the cam- 
paign, the Nela Park liaison men of the 
Edison Lamp Works coordinated with 
the field staff of the G. E. Supply Corp., 
in overcoming obstacles represented by 
contracts that were proving particularly 
difficult barriers. It was this coordina- 
tion throughout the entire organization, 
which left no loopholes for slipups any- 
where along the line, that proved the true 
value of the “War” setup. 

An interesting feature of “Barrage” 
was the humorous column conducted by 
“Aunty Bellum”, nom de guerre assumed 
for the purpose by F. F. Schuhle of Nela 
Park. The witticisms of “Aunty” helped 
greatly to keep everyone in true fighting 
form. 

At the conclusion of the campaign, 
“Barrage” announced, with the screaming 
red headline “Victory”, the results of the 
campaign, and showed the final standings 
of all participants. 

Reports showed that the $400,000 ob- 
jective had been reached far beyond the 
highest expectations of the headquarters 
staff. The more than a million dollars 
worth of new lamp business, consisting 
of signed contracts, each of which will 
remain in force at least a year, has every 


A sales bulletin, "The Barrage," was published 
bi-weekly during the campaign. 
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likelihood of being increased in ensuing years. As Mr. 
Buchanan expresses it: “This eminently successful ac- 
tivity should encourage us to go forward with renewed 
vigor to establishing our new contacts as permanent links 
in the distribution of General Electric merchandise. 

“Our ally, the Edison Lamp Works of General Elec- 
tric Co., has been with us all the way—together we will 
carry on plans for better lamp merchandising and better 
lighting through our broadened field of outlets.” 

VERY one of the fighting 35 divisions captured their 

objectives and each of the district objectives were also 
realized. General Worthington’s Eighth Army carried 
off first honors with 511% of objective realized. The 
Seventh Army, under General Oas, with 428% of its 
objective reached took second place. General Harris’ 
Tenth Army finished third, General Spaulding’s Sixth 
Army fourth, General Kahn’s Ninth Army fifth, Gen- 
eral Johannesen’s Second Army sixth, General Busey’s 
First Army seventh and General Millington’s Fifth 
Army eighth. 

Since the vast majority of new outlets hold good pos- 
sibilities of increasing their contract bases, it is antici- 
pated that the benefits of the campaign just ended will 
continue to accrue long after the “War” has become a 
memory in new business drives. 


» ig 
en 
C% 
= 


~ ALL THIRTY. FIGHTING 
DIVISIONS CARRY THEIR Gusen ives 


__*She Barrage's: 
iin, <<< =< 


tenet nina __ September 1S lear 


GENERAL ELECTRIC SUPPLY CORPORA 
B oe 00 IN “WAR” REPav rons 























\ as. 
Ao es 


Formerly Gre Jobber’ Salesman 





E. T. ROWLAND, Editor 


We Believe That— 


Wholesalers and Distributors Should 


|. Economize:—by maintaining strict credit policies, 
adopting budgetary control and effecting operat- 
ing economies. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


A Jaunt Through 


This Issue 
' deiaenire of THe Jopper’s SALESMAN will find 
many changes in this—the initial issue of ELec- 
TRICAL WHOLESALING. The practice of modernization 
is just as necessary for a business publication as for 
the industry which it serves. Hence, ELecrricaL 
WHOLESALING adopts a new format with a change of 
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style in keeping with the modern trend in typography. 

Several changes and additions have also been made 
in editorial content in an effort to increase the value 
of the magazine to our readers. 

Electrical supply wholesalers will find articles deal- 
ing with their specific problems grouped together on 
pages 5 to 26. 

Following these articles is a new section—‘‘Appli- 
ance Distribution.” Here will appear each month fea- 
ture articles devoted to sales, operating and financial 
problems of electrical specialty distributors, includ- 
ing radio wholesalers and refrigerator distributors as 
well as those electrical wholesalers specializing on 
appliances and specialties. 

The series of Case Studies and Men You Should 
Know articles will be continued, alternating each 
month between electrical wholesalers and specialty dis- 
tributors. 

Live-Wire Pete, a new character, makes his debut 
in this issue. We believe you will enjoy this keen, 
hard-hitting salesman. Live-Wire Peter stories will 
appear frequently during 1932. 

A new pictorial feature—‘Hobbies”—appears on 
page 36. If this effort to add human interest finds 
favor with our readers and if they will voluntarily 
contribute their “hobby” snapshots, this page will be 
made a regular feature of ELEcTRICAL WHOLESALING. 

News items and photographs of electrical whole- 
salers have always been an important feature of THE 
JopBer’s SALESMAN. Our news pages are now ex- 
tended to also include the activities of specialty dis- 
tributors. 

The Market Report page has been revised to include 
30 key electrical products divided into three groups; 
supplies, apparatus and specialties. Reports received 
each month from both electrical wholesalers and spe- 
cialty distributors are now grouped into nine geo- 
graphical zones, instead of three, thus increasing the 
value of this page as a barometer of sales throughout 
the industry. 

Because of the increasing number and importance 
of trade associations and of the need for the inter- 
change of information between these groups, we an- 
nounce a new department—‘Association Activities”’— 
devoted to news of both local and national trade 
groups. Contributions to this department are solicited 
from all association executives. 

Each month our staff reviews the current issues of 
leading business publications, including those devoted 
to distribution in non-electrical fields. Articles of in- 
terest to our readers are digested in another new 
department “Trends in Distribution.” 

The “Manufacturers News” section is continued and 
the pages devoted to new products now divided be- 
tween supply and specialty items. 

Thus are the editorial standards of THE JopBer’s 
SALESMAN maintained and the scope of its editorial 
activities extended by ELecrricaL WHOLESALING. 
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Progress in 
Specialization 

t was February that THE JoBBER’s SALESMAN first 

announced its “Plan for Market Determination and 
Development”, This plan set forth the fundamental 
principles of intensive selling as applied to the four 
major markets of the electrical wholesaler: resale, 
contractor, industrial and commercial. It pointed out 
how each wholesaler could apply these principles by 
specializing in one or more of his markets. 

One of the largest electrical wholesalers, the Gen- 
eral Electric Supply Corp., now announces a complete 
segregation of its sales activities into two sales divi- 
sions; supplies and appliances. This departmentaliza- 
tion will extend from its headquarter organization at 
Bridgeport right through to all of its individual houses. 

We understand that the other national houses are 
giving serious study to this subject of specialization 
with a view to making similar changes in their organi- 
zations. Reports have also come to us of many inde- 
pendent wholesalers who have adopted specialized 
selling methods in order to meet the new conditions 
through intensive selling efforts. 

While we claim no credit for these developments, 
nevertheless, after having strenuously advocated in- 
tensive selling through specialization for the past year, 
it is not without satisfaction that we witness the grow- 
ing adoption of this fundamental operating principle 
within the industry. 

While electrical wholesalers, as a group, thus enter 
1932 far better equipped through specialization to earn 
adequate profits by intensive selling efforts it must be 
recognized that the progress already made must be 
carried on with renewed vigor not only during 1932 
but in the years following. 

ELECTRICAL WHOLESALING, therefore, will continue 
to advocate intensive selling through specialization as 
one of its major editorial responsibilities to the elec- 
trical wholesaler until the time arrives when the entire 
industry will have adopted this principle so necessary 
to successful operation. 


Wanted— 
Wholesale Initiative 


F hws movement towards cooperative merchandising 
by all branches of the industry is making progress. 
At a recent meeting of the Joint Merchandising Com- 
mittee it was reported that conferences had already 
been held in about 50 communities for the purpose of 
putting into effect locally the principles of Merchan- 
dising Procedure set forth by this committee. 

As we have previously pointed out, the electrical 
wholesaler occupies a strategic position in his locality. 
He is the logical person to secure the liaison of utility 
and retailer necessary for a reconciliation of view- 
points and for the working out of a definite local co- 





operative program. Other branches of the industry are 
looking to electrical wholesalers to take the initiative 
in securing local action. A recent editorial in Electrical 
World emphasizes that the manufacturer and whole- 
saler should lead the way in making the principles of 
the Joint Merchandising Committee practical business 
accomplishments in every locality. 

A group of Chicago wholesalers have already shown 
such initiative. Working with the Electric Association 
of Chicago they have made substantial progress tow- 
ards securing modifications in certain merchandising 
policies of the Commonwealth Edison Co. 

We feel confident that the electrical wholesalers in 
other communities will not be found wanting; that 
they will not only take the initiative expected of them, 
but will also have the necessary patience and perse- 
verance to carry the work through to completion. 
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The New Era 
Has Arrived 


Bay JoBBer’s SALESMAN announced in its Novem- 
ber issue that “The Time Has Come” for recogni- 
tion of the radio wholesaler and the refrigerator dis- 
tributor as potent factors in the distribution of all 
electrical appliances and specialties. 

Important developments which have since occurred 
offer conclusive proof of the timeliness of this state- 
ment. 

The Edison General Electric Appliance Co. has an- 
nounced that its line of Hotpoint ranges will now be 
merchandised through General Electric refrigerator 
distributors. This action indicates a recognition by the 
General Electric Co. first, of the refrigerator dis- 
tributor as an existing channel well equipped to 
distribute additional specialties such as electric ranges, 
and second, of the need for additional profits by their 
present refrigerator distributors. 

From Detroit comes an announcement by Electro- 
master, Inc., that its line of Electrochef ranges will 
be distributed by the sales branches of Kelvinator of 
Canada, Ltd. 

Other range manufacturers, we understand, are also 
seriously contemplating the distribution of their prod- 
ucts through established refrigerator distributors. 

Wholesalers as well as manufacturers are keenly 
alive to this new trend in specialty distribution. This 


‘is proven by the recent action of the Radio Wholesalers 


Association in sponsoring the Chicago and New York 
Radio and Electrical Shows and in holding its con- 
vention concurrently with the Chicago Show this 
month. The keynote of this convention will be allied 
lines and many manufacturers will make new dis- 
tributor connections at this time. 

During the next few weeks we predict rapid prog- 
ress in the evolution from radio wholesalers and 
refrigerator distributors to electrical specialty dis- 
tributors. 
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Live-Wire Pete 
Wins His Bonus 


By WALTER J. HOLMES 


Eastern Field Editor, ELECTRICAL WHOLESALING 


HE man don’t live who 
T= say that a telephone 

order clerk is an order 
taker—not if I’m around. I pba 
had a crack at this inside stuff f 24) 
on account of having a couple VAR 
of bum dogs and believe me, Ly Yr 
you have to know your stuff 
when you warble into a mouth- 
piece. 

It was during this period of 
convalescence that Welchin 
Louder had their big cam- 
paign on ventilating fans —a 
four-bit bonus on every fan 
sold, and the gang turns their 
attention on making every- 
body in the whole territory smell conscious. 

And you'd be surprised at the reasons we found why 
folks had to have fans. When a big garage calls for 
lamps, batteries, etc., I put the bug in their ear about the 
danger of monoxide fumes. Didn’t they wake up in the 
morning with a dark brown taste in their mouth? Naw, 
that wasn’t something they ate. It was the exhaust gas 
from motors. One of these days, I tell ’em, somebody 
will be slapping them in the face with a shovel if they 
don’t put in a Welchin Louder ventilating fan. 

There was no end to prospects for this line. I even 
called up half-a-dozen of my favorite speakeasies and 
told them that the average sap who went into their dead- 
falls could take seven or eight shots instead of four or 
five before passing out if the place was ventilated with 
a Welchin Louder outfit. And it’s a fact that I sold 
these guys on the idea over the phone. Then in the 
evening I would limp around with the demonstrator and 
show them what a fine cyclone we could produce and 
close the sale. 

The gang got into the spirit of the thing with more 
pep than a couple of mad Irishmen in a brickyard and 
then, like an evil shadow across the door, comes a letter 
from Welchin Louder stating that they would pay the 
bonus only toward clearly proven sales, and no “orders 
accepted” would count. To get the bonus you had to 
offer a story crammed with punch, pep and suspense. If 
the salesman could prove his claims to real selling by 
showing black and blue marks where he had been kicked 
down the stairs four or five times before the buyer would 
place an order, so much the better. 

Then comes Old Man Bollicker from Welchin Louder’s 
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Whoo! The baby cyclone goes into action. 


main office on one of those closer relationship tours. I 
was on the phone when he barged in and before he was 
there very long I had him by the coat lapel to get the 
low down on the bonus. 

“You get a bonus,” he says, with eyebrows hoisted? 
“Why, you’re only a telephone order-taker, aren’t you?” 
“We are not counting orders accepted in this campaign. 
You have to show that you really sold these installa- 
tions.” 

“Maybe you think I can’t?’ I wants to know. 


LD Man Bollicker shrugs his shoulders and seems 
bored with the conversation. 

“Well, listen, you big Rhino,” I says, with a kind of 
smile you give a guy to let him know you are kidding— 
when you really are in dead earnest, “I did a lot of sell- 
ing on those fans and I want my bonus, even if I am 
working on the telephone.” 

“Let me go with you and see you sell a few,” he says 
with a sneery sort of smile. “If you sell one, I’ll pay 
your bonus for every fan you sold. If you sell three, 
I’ll double the bonus.” 

“Right,” I agrees, and an hour later we are at the hat 
factory of Moe Finkelstein. He is standing in the door- 
way moaning about some type of hat on which he is 
overstocked and nobody wants; something that started 
out to be a panic in Paris but was just a bunch of liver- 
wurst in this country. 

All my talk about his vital need for three fans in his 
plant falls on dead ears. It makes no difference to him 
if the fresh air would increase efficiency. 

If business was good he would (Turn to page 24) 
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The exhibit corridor as 
seen from the court 


The entrance to the 
model store 
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(Left) Corridor 
view, Association 
Headquarters. 


(Right) Color Light- 
ing display in demon- 
stration room 











A dinner, commemorating the formal opening, was held at 
the Bellewue-Siratford Hotel on December 10 


Philadelphia's New 
Lighting Exhibit 


THE New Head- 
quarters and Lighting 
Exhibit of the Electrical 
Association of Philadel- 
phia was formally 


opened on December 
10. 
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A PRACTICAL METHOD 
7 eo * e ‘ ° ° ° ‘ 
S [| be ht Some of the best lighting installations 
] H n ie : | g : n g are those which have the lighting equip- 
ment attached directly to the lift. Such 
an arrangement functions to best ad- 
a = vantage and minimises shadows when 
to ] r Vi eS ]} t ad t i Oo n § a relatively large number of low watt- 
age lamps are used. 
This installation consists of twelve 50- 
watt rough service lamps in four groups 
By DEAN M. WARREN of three each; lamps in each group are 
General Electric Co. on 18” centers. Glare would be re- 
duced and maintenance simplified if a 
metal strip about three or four inches 
high were provided, running parallel to 
2 : ° Se : " the flange of the lift. Vapor-proof 
This is the first of a pictorial en illustrating pos housing may be provided where required. 
sibilities for the sale of lighting equipment to 
automobile service stations. The lighting of the 
wash rack and greasing pit will be taken up in * 


early issues 


FOR ONE OR TWO LIFTS 


At the left are shown rows of porcelain enameled re- 
flectors equipped with wire guards and uniformly spaced 
around the base of the side walls. 150-watt lamps are 
used in each reflector. The addition of cover glasses 
would increase the lighting efficiency. 

An installation of this type is satisfactory in stations 
with one or two lifts and where the floor, sidewalls 
and ceiling are of light color and are kept clean. 





REFRACTORY COVER GLASSES REDUCE GLARE 


The installation at the right employs essentially the 
same principle as the first discussed type, except that 
the units here used are of a type generally employed 
for grease pits. These units are equipped with refrac- 
tory cover glasses and wire guards. In this particular 
installation 100 watt lamps are employed; the equtp- 
ment, however, will also accommodate 150-watt size. 
Although only one lift is housed in this grease room, 
more than four units should be used, since in this par- 
ticular installation it has been necessary to supplement 
the lift lighting with portable lights on reels. 
Cleanliness of side walls and ceiling are necessary, if 
satisfactory illumination is to result. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Prominent Executives Issue New 
Year Statements 


he electrical industry is in a pe- 
culiarly fortunate position. Even in 
the past year there has been an in- 
creased consumption of electricity in 
the homes, mainly because of the in- 
stallation of a greater variety of elec- 
trical appliances. In this year, also, 
industrial companies have modern- 
ized their productive methods, re- 
quiring new applications of elec- 
tricity. 


or 


“Because these things have been 
true in such a poor year as 1931, we 
look forward to 1932 and the suc- 
ceeding years with confidence. We 
think that conditions in our country 
in 1932 should be at least as good 
as in 1931, after which we can look 
forward to a gradual increase in the 
electrical manufacturing business.” — 
GERARD Swope, president, General 
Electric Co. 


¥ 


“While we have the uncertainty of 
when the turn will come, we have, 
on the other hand, the certainty that 
the turn will come. We have, like- 
wise, the certainty that the period of 
stress through which we are passing 
is laying the foundation for greater 
and sounder progress in the future. 
Industry must recognize this as a 
period of wholesome reconstruction. 
Those who first recognize the situa- 
tion in this light will be the ones to 
profit most largely. They will profit 
in the way of better returns from the 
actual business of the immediate 
present and still more largely in the 
future, which is surely coming, when 
the efficiency and strength developed 
in making ends meet under adverse 
conditions can be applied to serving 
the enormous needs of this country 
and of the world when the dammed- 
up buying power is released. 

“Present lines of product are being 
revamped, new and useful lines are 
being sought out, research is busy, 
manufacturing processes are being 
refined for higher quality and re- 
duced cost, distribution means and 
methods are being analyzed, markets, 
both present and possible for devel- 
opment, are under close study. In- 
dustry will come out of the depres- 
sion more fundamentally organized 
than ever before. This is the only 
way out. No nostrums will serve.”— 
F. A. Merrick, president, Westing- 
house Electric and Mfg. Co. 


Westinghouse Memorial 
Floodlighted: The beau- 
tiful George Westing- 
house Memorial, one of 
the world’s art shrines, 
has now been floodlighted 
by lighting engineers of 
the Westinghouse Elec- 
tric & Manufacturing Co. 
and the Westinghouse 
Lamp Co. Sixteen hun- 
dred candlepower of light 
from concealed floodlight- 
ing units makes this trib- 
ute to George Westing- 
house glow in reflected 
golden light from its 
unique setting in Schen- 
ley Park. The _ heroic 
statue of the American 
Youth and the figures in 
the center panel were 
the last works of the late 
Daniel Chester French. 








Cooperation Necessary to 
Reduce Credit Losses 


In a recent letter addressed to 
wholesaler executives and _ credit 
men, Frederick B. Uhrig, secretary 
of the Electrical Credit Association, 
Central Division, urges a careful 
reading of B. W. Clark’s address 
before the N. E. W. A. convention at 
Cincinnati. This address was pub- 
lished in full in THE JoBBER’s SALEs- 
MAN for December. 

Mr. Uhrig’s letter then supple- 
ments Mr. Clark’s remarks as fol- 
lows: 

“Let the Electrical Credit Asso- 
ciation and the wholesaler join to- 
gether to reduce this $3,500,000.00 
loss. The E. C. A. is prepared to, 
and will assume its share of this un- 
dertaking, if the wholesaler will lend 
his cooperation and avail himself of 
facts and facilities the Association 
has to offer. 

“Mr. Credit Man: If you believe 
in cooperation, let us have the name 
of every wholesaler selling in the ter- 
ritory in which you are operating, to 
check with our membership list. If 
his name is missing, let us cooperate 
in getting him to play the game 
with us. 

“Mr. Executive: Credit losses of 
$3,500,000.00 means, about $20,000,- 
000.00 worth of new business must 
be obtained and transacted without 
profit to compensate for the loss. 

“These are stupendous figures. The 
results of your credit and collection 
work will mean as much, if not more, 
to the success of your business for 
1932 than in any year in the past. 

“Give it the time, the attention and 
financial support it deserves, and let 
us play our part.” 


Why Utilities Should Buy from 
Wholesalers 

In a recent address before the New 
England Section of the N.E.L.A., 
Frank E. Watts gave to utility ex- 
ecutives sound reasons why they 
should buy from local wholesalers. 
Mr. Watts said: 

“First let me say I believe it to be 
a sound policy from the utility stand- 
point to buy from your local dis- 
tributor or wholesaler insofar as 
possible. This policy could not be 
adopted for large equipment such as 
steam boilers, generating plants or 
sub-station equipment. However, for 
the purchase of appliances, pole line 
hardware and other products of this 
nature it would seem a wise policy 
to purchase from the wholesaler for 
two very good reasons—because it is 
more economic. Whatever you may 
receive in lower prices by buying di- 
rect from the manufacturer is more 
than offset in physical costs that en- 
ter into distribution—trucking, ware- 
housing, inventory, depreciation and 
other small items that enter into 
stocking goods. The wholesaler is 
set up to do a job of this kind and 
can do it more cheaply than you. A 
study of your costs of these items 
will undoubtedly reveal that you 
could well afford to pay that small 
percentage the wholesaler asks for 
his services and be money ahead. 


“The wholesalers have hundreds 
of salesmen who daily are contacting 
dealers, contractors, industrial plants 
—-selling devices which consume that 
which you have to sell—namely kilo- 
watts. These salesmen are contin- 
ually assisting dealers in more ag- 
gressive merchandising. The whole- 
saler’s goodwill is not to be ignored.” 
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Doing an Outstanding Job: The Building Supply Co., Salem, Ore., is a whole- 
saler equipped to supply practically everything that goes into the construction of 


a building. 


Not the least of its departments is the electrical, and this company 


performs an electrical supply service for central Oregon which is outstanding. 
The insert shows a part of the organization. At the rear, beginning left are: 


E. ¥, 


von Eschen, sales manager and purchasing agent; F. K. Brown, vice-presi- 
dent and general manager; W. K. Gilbert and F. T. Gray, counter men. 


In front 


are Laura M. Fischer, office assistant, and Roy Wildman, who represents the 


Fuller Brush Co. 





Leading Manufacturers to Ex- 
hibit at World's Fair 


Leading manufacturers of electri- 
cal equipment and supplies, produc- 
ers of radios and companies provid- 
ing the nation’s homes and business 
establishments with telephone and 
telegraph service have already signed 
contracts for extensive blocks of ex- 
hibit space in the Electrical Group of 
A Century of Progress, Chicago’s 
1933 World’s Fair. 

The Electrical Group now being 
erected on Northerly Island which 
adjoins the mainland on the Fair site 
on Chicago’s lake front, comprises 
three buildings with connecting sec- 
tions ; the Electrical building, a semi- 
circular structure, the Communica- 
tion building and the Radio building. 

Companies which have contracted 
for exhibit space in the Electrical 
building include: the Westinghouse 
Electric & Manufacturing Co.; the 
General Electric Co.; the Crane Co. ; 
the Federal Electric Co. ; the Hoover 
Co.; the Sangamo Electric Co.; the 
Century Electric Co.; Curtis Light- 
ing, Inc.; Hammond Clock Co.; 
United Air Cleaners Corp.; Van 
Cleef Bros., and Waters Genter Co. 

The space on the first floor of the 
Electrical building will be devoted to 
demonstrations of the processes of 
manufacture of electrical equipment 
and supplies. Space on the second 
floor has been reserved for displays 





showing the development of electri- 
cal engineering and electrical illumi- 
nation. 

Connecting with the Electrical 
building on the north is the Com- 
munication building. All the exhibit 
space in this building has already 
been contracted for by the American 
Telephone and Telegraph Co., the 
International Telephone and Tele- 
graph Co., and the Western Union. 
These companies will tell stories of 
discovery and invention and the per- 
fection of modern methods of wire 
communication. 

At the north end of the group is 
the Radio building. The Radio Corp. 
of America and the Stewart Warner 
Corp. have already contracted for 
exhibit space in this building. The 
Radio Corp. of America has agreed 
to collect and portray exhibits which 
will demonstrate how radio branched 
off from two way communication 
and has become such a marvelous 
news and entertainment feature of 
modern life. A radio broadcasting 
show sponsored by the two leading 
chains may be presented in model 
studios in the Radio building, where 
visitors may see and understand how 
programs of news, entertainment and 
music are broadcast everywhere. 

Although the Electrical Group is 
still in the early stages of construc- 
tion, more than $310,000 in cash re- 
ceipts from the sale of exhibit space 


had been received up to December 1. 
Moreover, agreements either formal 
or informal have been made with as- 
sociations, corporations or companies 
in the electrical industry to take care 
of all the scientific and historical and 
eritertainment features of this won- 
derful electrical show. 

Definite plans for their exhibits in 
the Exposition a year and a half — 
hence are already being made by 
many of the companies. The West- 
inghouse Co., for instance, has dele- 
gated Edward H. Sniffin of Pitts- 
burgh, assistant to the vice-president, 
to take up residence in Chicago to 
study and make preparations for the 
company’s participation in the 1933 
Fair. Other companies, it is ex- 
pected, will take similar steps. 


Vv 


"Forging Ahead During 
Depression" 

Under this heading the Depart- 
ment of Commerce has_ reported 
methods of business firms who have 
increased sales in spite of the depres- 
sion. Reports from the following 
wholesalers were included : 

“A wholesale druggist in an east- 
ern city has increased its sales vol- 
ume over 1929 in spite of declining 
prices. Intensified sales effort in 
which one or two long profit items 
are pushed each week has been made 
with present customers, who have 
been carefully selected as to credit 
risk. This selection coupled with ad- 
herence to strict credit terms has 
practically eliminated bad debts. In- 
stead of cutting prices this whole- 
saler gives more service to offset 
sales attempts on his customers by 








Transferred: J. J. Gallagher, formerly 
manager of the Westinghouse Electric 
Supply Co., Providence, R. I., is now on 
the staff of the Boston office of this 
company. 
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other price-cutting concerns. More 
prompt deliveries have been made 
and errors in orders eliminated to 
increase customers’ good will. Care 
in the choosing of items stocked has 
resulted in a turnover of 14 times a 
year. 

“A large automotive parts jobber 
has made satisfactory profits by: 
opening of branches; intensive work 
with dealers on the replacement parts 
business, and addition of profitable 
lines. 

“A distributor of refrigerators 
has: set up budget and an aggressive 
advertising schedule; changed sales 
appeal with conditions from that of 
pride of ownership to that of econ- 
omy and preservation of food, and 
thought constantly in terms of the 
ultimate consumer. 


“Another refrigerator dealer, 
whose sales in July were ahead 47 % 
over last July, says that he has: 
changed sales tactics; put more pres- 
sure on collections, and ignored the 
depression and sells ice machines, 


‘““A wholesale dry goods house has 
increased its sales by keeping a cen- 
sus of dealers and their needs. 

“A wholesale grocer in the north- 
west reaped an unusual increase in 
net profits by eliminating the small, 
unprofitable accounts, reducing them 


from 650 to 170.” 
v 


New Wisconsin Law Benefits 


Wholesalers 


Under a new Wisconsin law all 
money paid by an owner to a con- 
tractor or sub-contractor must be 
used to pay labor and material costs 
on that particular building or else 
the contractor may be punished for 
embezzlement. The enforcement of 
this law should improve collections 
and assist wholesalers in preventing 
over-extensions of credit. 

James T. Drought, general counsel 
for the Construction Industry Credit 
Bureau, Inc., comments on this law 
as follows: 


“This law is an enlargement of the 
former law extending the provisions to 
include sub-contractors as well as prin- 
cipal contractors within its purview and 
is important to the building industry 
generally because it establishes that all 
moneys received by a principal contrac- 
tor or sub-contractor on building work, 
must first be used to pay up labor and 
material bills; if not so used, the of- 
fender shall be punished for embezzle- 
ment upon complaint of any party other- 
wise entitled to a claim for mechanics 
lien on that job, who may be injured 


by the misappropriation. This will pro- 
tect owners, building and loan associa- 
tions and sureties on a contractor’s bond. 

“This makes it a punishable offense 
to use funds for one job for financing 
another job or to divert the funds to 
the contractor’s personal use until bills 
have first been taken care of. 

“Unfortunately, the law is no guaran- 
tee to the owner, material man or build- 
ing mechanic against embezzlement any 
more than laws can guarantee against 
bank robberies. However, if given suf- 
ficient publicity, this law should be an 
effective deterrent for those whose loose 
business and accounting methods do not 
always distinctly mark the difference 
between personal funds and construction 
funds. 

“Under any circumstances, the best 
guarantee for faithful performance of a 
contract and proper accounting for 
moneys is to employ first class respon- 
sible architects, engineers and contrac- 
tors.” 


A similar law has also been passed 
in Michigan. 
v 


General Electric Discontinues 
Harrison Institute 

The General Electric Lighting In- 
stitute at Harrison, N. J., will be 
closed as of December 15, according 
to recent announcement by J. E. 
Kewley, manager of the Incandes- 
cent Lamp Department of General 
Electric Co. at Nela Park, Cleve- 
land, O. 

The move followed the acquisition 
of the New York Electrical Insti- 
tute in Grand Central Palace by the 
New York Electrical Association of 
which General Electric is a contrib- 
uting member. It is the plan of the 
New York Electrical Association to 
continue to make lighting demonstra- 
tions one of its major activities, and 





No "Let Down" Here: Noah Coleman, 
Coleman Electric Co., Allentown, Pa., 
has been conducting his business for 10 
years and is still at it with vim and 
vigor. 


since the New York Institute offers 
similar facilities and is more cen- 
trally located than the Harrison In- 
stitute, it has been considered inad- 
visable to continue operation of the 
Institute at Harrison. 

The eastern office of the Nela Park 
Engineering Department, with A. L. 
Powell in charge, which heretofore 
has been situated in the Harrison 
Institute, will be located in New 
York City on or about January 1, 
1932, at an address to be determined 
later. Until further notice, Mr. 
Powell’s address will continue to be 
Harrison, N. J. 








Frye and McNish in Business Together: E. W. 


continued with that firm through the changes until this year. 


(“Farmer”) Frye, left, with J. G. 
(“Jack”) McNish in front of their office with their truck and Will Swanson who 
drives it. Frye started with the old Electric Supply Co. in Memphis in 1904 and 


“Jack” is some 


veteran himself, boasting 18 years of service. He was manager of the Wesco branch 


in Nashville. 


These two started in business in May, 1931, but the lines handled 


are of the best and the boys are using good judgment in going after clean, prof- 


itable sales. 
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THE SHOW PART | 


The Flush Devices are the ONLY part of the wiring job 
the consumer sees or uses. They are the parts to 
concentrate on in creating new jobs and new Profits. 


Arrow E. ELECTRIC ‘Division 


THE ARROW-HART yoo bos CO. HARTFORD, CONN. 
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“Not the OLD Plan- 
Wait for Building 


but a 











New Plan- 


Building business on 
what we HAVE / 


NEw sities is OFF more than average slump in other industries. Decline in home- 
building has not yet halted —and we can’t hang wiring systems on trees. Not enough 
building now, or in sight, to support our present wiring industry. A new market must be 
found—and a new market EXISTS in the tremendous total of wiring installations made in 
the past ten years. These jobs are behind-times in electrical accommodations. They are 
not now adequate to care for the many advances in electrical conveniences, new appliances 
and lighting. Home owners do not realize the number of additional comforts and services 
which a completely up-to-date wiring job will afford. The ARROW PLAN is to ORGANIZE 
this market and make it alive to its present needs. 

Your customer, the Contractor, is the industry's point of contact with our consumer. The 
home-owner is his customer. The Contractor knows what his customers have—and what 
they NEED to modernize their wiring installations. The PLAN explains how to approach 
and how to sell owners on the “SHOW PART” of the wiring job. This works up the sale 
of additional wiring on such attractive, appealing new devices as Radio Outlets, Clock 
Hanger Outlets, Fan Hanger Outlets, Pilot Light and Switch Combinations, Warning Light 
and Receptacle Combinations and other ARROW developments. 

The PLAN Book gives the Contractor simple directions on how to analyze his old-customer list; 
coach his men in home-inspection and advisory service; lay out the new wiring requirements; 
present the owner a complete proposition including installed cost. It is a Plan of Experience, 
which has WORKED AS PLANNED and will surely succeed for your customers if carefully fol- 
lowed. Send for your copy and see for yourself the value of commending it to the Contractor. 











RETURN THIS COUPON 
It Brings Action by Return Mail 


Yes, I'd like copy of the ARROW Plan as given in the free 
booklet offered. 
Name....... 
Address....... 
bo Wasco ccs ccntscdnedscs State. 












My jobbing house connection is with 






City & State . 








a 
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Live-Wire Pete Wins His Bonus 

(Continued from page 16) 
buy them, he says, but not now. I 
asked to demonstrate, but no busi- 
ness. I hooked the cord over the 
nearest light socket and start my baby 
cyclone to show the power we have. 
Still no effect, so I shut it off. Then 
wafting down the street I see Grace 
Keel, President of the Sophomore 
Class at Vaseline College and heir to 
the Keel millions. Her picture is in 
the paper more times than Al Capone 
and she sure is a lot easier to look 
at. I figure she is on her way to 
some swell society affair and walking 
to it for her health, like the peppy 
co-ed she is. 


On she comes. My hand is on the 
fan switch control. I hold the fan 
pointing up. She is in front of the 
door and I give that switch a gentle 
push. Whoo! The baby cyclone goes 
into action; off goes Gracie’s hat and 
into the mud puddle, and Gracie turns 
on us too dazed to know what has 
happened. I rush to recover the hat 
and manage to step on it while res- 
cuing it. 

I throw out profuse apologies and 
before she knows what is going on, 
I am leading her into Moe’s show- 
room, and telling her that we must 
replace the hat with one of Moe’s 
latest creations just in from Paris. 

Gracie yelps she is on her way to 
attend a very swanky affair. The 


newspaper camera-men will be there 
and so she is anxious to look her best. 


Moe hears that and promptly goes 
into ecstacies on the swell line of 
skypieces he is carrying. It seems 
that this style in particular was made 
for Madame Decies, the most beau- 
tiful girl in Paris and can be worn 
only by a person of her particular 
type of beauty. 

In a few minutes she is on her 
way, happy once more, with one of 
Moe’s quite elegant hats on her head 
and Moe is doing the sailor’s horn- 
pipe on the showroom floor. “The 
Tribune will get her picture in to- 
night’s paper and with that hat, too,” 
he chirps. “Get me their advertising 
department on the phone. We’re 
made. Everybody will say, ‘If Grace 
Keel wears it, that’s what should be 
worn.’ Jake! Double the list price 
on that hat. Ike! Tell the girls we 
work overtime tonight.” 

“Hey,” I says, “where do I come 
in? Didn’t I blow her hat off so 
she would wear one of yours? Sign 
this order. for six of these Welchin 
Louder fans.” 

“Sure,” Moe says, and he did. 


Well, there was no trouble with 
Old Man Bollicker about getting a 
double bonus on those fans, and get- 
ting extra business from Moe sim- 
ply meant getting more business for 
yours truly. And it all came from 
making the wind blow the right way. 








Dedicate New Display Rooms: When the sales force of the Johnson Electric 
Supply Co., Cincinnati, O., was assembled for this picture, no better spot could 
be found than the beautiful new display room on the first floor. Seated, left to 
right, are: J. H. Creaghead; Max C. Ewing: Austin Schwager: V. M. Sinclair, 
and Claude W. Johnson, president. Standing, are: Louis Hoffman; Art Under- 
wood; Jas. Simpson; Wm. Skelton; Cliff Gabel; Joe Kruse; Art Wennes; Elmer 
Bockhorst; A. R. Baker; Elmer Sherman; Ray Wilson; Franklin Shaw; W. B. 


George and John A. Adams. 


The E. L. S. A. Plan 
(Continued from page 6) 
selling by the industry. The fullest 
cooperation of the manufacturer, the 
wholesaler, the contractor and the 
dealer must, therefore, be had if the 
objectives as set forth in the plan are 

to be attained. 

We believe that if the industry is 
going to be successful in the future 
it will have to function along the gen- 
eral lines of a program such as is set 
forth in the E.L.S.A. Plan. We be- 
lieve, further, that organized leader- 
ship is necessary in advocating and 
sponsoring the kind of program out- 
lined. 

In conclusion ELECTRICAL W HOLE- 
SALING and ELEcTRICAL CONTRACT- 
ING are assuming the responsibility 
for supporting the plan editorially 
through the pages of these magazines 
to the end that the electrical whole- 
saling and contracting branches of the 
industry at least, will do their share 
towards bringing about a more stabil- 
ized and prosperous industry. 


v 


Electric Tools—a Sales 
Opportunity 
(Continued from page 7) 


This is purely a price situation over 
which we, as a manufacturer, have 
no control. 


There are other manufacturers in 
this field having a policy similar to 
our own, who maintain throughout 
the country very large and efficient 
sales organizations to help whole- 
salers promote electric tool sales. 
There are probably between 100 and 
150 manufacturers’ salesmen in the 
United States devoting their entire 
time to the promotion of electric tool 
sales, teaching the wholesaler’s sales- 
men how to sell tools and teaching 
the customer how to better use his 
equipment after he buys it. 

Electric tools are a very profitable 
line. The minimum gross profit to 
the wholesaler is about 30% and the 
manufacturers allow freight to all 
points in the country. We have in 
the tool industry reliable manufac- 
turers with complete lines of prod- 
ucts which carry a substantial mar- 
gin of profit, manufacturers who 
have efficient, trained selling forces. 

Let us, manufacturers and whole- 
salers, get together in promoting the 
sale of electric tools. 
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* 


**having adhesive qualities” 
(Standard Dictionary) 


Wave enlarged this actual photo of Firestone Friction Tape 
to show why it’s so “‘tacky”’—why it adheres so tightly and stays 
on the job'so long. AAA Note the minute “fingers” of rubber 
clutching across the loop. They’re part of the secret. Better 
quality rubber—and an extra ply of this ‘“‘tacky”’ rubber—makes 
the surface adhere more readily. AAA Firestone Friction tape 
is “*tacky”’’ on both sides. Its edges do not ravel. A special age- 
resisting treatment makes it retain its adhesiveness. A A A A rec- 
ognized standard of the electrical trade, Firestone Friction Tape 
is the choice for tape insulation. Its varied uses, general house- 
hold to electrical, make it practically indispensable in every 
home. Write or call your nearest Firestone District Office or 
Firestone Tire & Rubber Co., Akron, Ohio and Los Angeles, Calif. 


Firestone 
FRICTION TAPE 





HOLDFAST HIGH TEST GRAY TAPE 
TYPE TYPE TYPE 
For General Use For Precision Use Railroad Specifications 


Listen to the Voiee of Firestone every 
Monday night over N. B. C. nationwide network 





Copyright, 1932, The Firestone Tire & Rubber Co. 
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Which Commodities Are 
Profitable? 

(Continued from page 11) 
modities. Analysis by customers and 
by size of orders will be taken up in 
a later article. 

With the wholesaler studied, oper- 
ating costs on individual commodity 
groups, varied from 10.5% for light- 
ing equipment to 30% for tools and 
supplies while gross margins ranged 
from 13% for wire and cable to 23% 
for tools and supplies. 

The so-called staple lines of elec- 
trical supplies, such as conduit and 
fittings, wiring devices and _ fuses, 
were handled at a loss ; wire and cable 
showed only a negligible profit and 
the specialty lines including radio, 
lighting equipment, lamps, pole-line 
hardware, safety switches and fans 
all showed substantial profit. 

Poor turnover, small size of aver- 
age order and gross margins, incon- 
sistent with operating costs, were 
responsible for the losses shown by 
this wholesaler on the staple lines of 
wiring materials. 

All six expense items were higher 
for conduit and fittings than for any 
other commodity group because of 
bulk, slow turnover due to the wide 
range of sizes carried and small size 
of the average order. Gross margin 
proved to be inadequate to meet these 
expenses. 


Investment, handling and checking 
charges were responsible for the op- 
erating cost of almost 25% for wir- 
ing devices. The report does not state 
to what extent parallel lines were re- 
sponsible for the low turnover of 
only three times a year. The small 
size of the average order ($5.27) 
would indicate the need of either a 
higher gross margin or the elimina- 
tion of the small contractor customer, 
or possibly both. 

Under tools and supplies are in- 
cluded miscellaneous electrical mer- 
chandise, repair and construction ma- 
terials. Hence the data cannot be 
taken as typical of tools alone. 


In the wire and cable group, BX 
cable with a margin of 15.3% showed 
a net profit of 3.5% while rubber 
covered wire at 11.5% showed an 
even break and weather-proof wire 
with a margin of only 9.2% produce 
a 2% loss. 

The low turnover secured on fuses 
indicates that parallel lines were prob- 
ably carried but, even so, the gross 
margin of 13% is obviously far too 
low for a line with such a small aver- 
age sale as fuses. 

In the complete report of this cost 
study detailed operating costs will be 
found for 42 subdivisions of these 15 
commodity groups. 

The wholesaler studied had an op- 
erating cost of only 16.8% in 1927. 








New Line for Erie Wholesaler: While foolish fellows paint the town red, Jack 
Manby, service manager for the General Electric Supply Corp., Cleveland, wields 
a wicked brush on the floor of the same company at Erie, Pa. The three straw- 
bosses, left to right are: E. C. Nelson, salesman; C. H. (“Chief”) Wilson, Cleve- 
land manager, and W. D. Townsend, Erie service manager. 





The overhead expense of the average 
electrical wholesaler in 1930 was 
21.6%. Gross margins have not in- 
creased in the same _ proportion. 
Which commodity lines show the 
wholesaler a profit today? Only by 
further cost studies of representative 
wholesale houses can this vital ques- 
tion be answered. 


Vv 
Thaddeus R. Beal Receives 
McGraw Award 

The judges appointed from the 
directors of the Society for Electrical 
Development have awarded the 
James H. McGraw Medal for Co- 
operation for 1931 to Thaddeus R. 
Beal, president, Central Hudson Gas 
& Electric Corp., Poughkeepsie, N.Y. 

This award is in recognition of 
Mr. Beal’s accomplishments in secur- 
ing coordination among all branches 
of the industry including electrical 
contractors, dealers, wholesalers and 
manufacturers, and those depart- 
ment, hardware, drug and specialty 
stores and mail order houses engaged 
in the merchandising of domestic 
electric appliances, for the establish- 
ment of standards of quality and 
service that would advance the prog- 
ress of the electrical industry. 


Vv 
Wholesalers Important Factor in 
Lighting Equipment Sales 

According to Domestic Commerce, 
wholesalers account for 39.7% of all 
sales of lighting equipment. 32.2% 
of total sales are made direct to in- 
dustrial consumers by the manufac- 
turers and 16.4% direct to retailers. 

Sales of electrical machinery and 
apparatus are divided as follows: 
31.4% through wholesalers, 38:6% 
direct to industrial consumers and 
20.8% by manufacturers’ sales 
branches. 

Vv 

Incandescent Lamp Sales in 

1931 

A preliminary estimate of the num- 
ber of incandescent lamps sold in the 
United States during 1931 indicates 
a total of 557,400,000 for both large 
and miniature lamps, according to 
the General Electric Review for 
January. 

The quantity included 349,450,000 
large lamps with metal filaments, a 
new high record, and 203,100,000 
miniature lamps with metal filaments. 
There was a decided drop in the sale 
of carbon-filament lamps, which ac- 
counted for less than one per cent of 
the total. 
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WHEN BUYING INDUSTRIAL LIGHTING 
specify this modern reflector construction 
..~ WELLER 
DUREX 
REFLECTORS. 


















WV iEELER Durex RLM Dome Reflector is spe- 
cially designed for general overhead illumination. 
Its 17%° light cut-off assures maximum light distri- 
bution over the working plane, with an avoidance 
of undue concentration directly below the unit. 


The Durex construction, exclusive to Wheeler 





Reflectors, affords extreme ease in wiring and in- 
Only three simple 


operations required stallation. The entire unit combines an efficiency, 
1 Canopy screws fit firmly F i eae 
into bayonet holes in the convenience, and economy that make it ideal for 


socket. A turn of the wrist re- 


le the sock ; 7 . . . . 
moves or replaces 7 general industrial illumination . . . When you are 


* The porcelain socket shell 


d off easily, ° ° ° : . . ° . ‘ 
widen aie again buying industrial lighting equipment, specify 
ready wiring. 

Construction allows re- Wheeler Durex RLM Domes . . . the modern 


flector to screw in and out 


of canopy quidly andeasly. | reflectors... designed for modern industry. 


WHEELER LIGHTING 


WHEELER REFLECTOR COMPANY, 275 CONGRESS STREET, BOSTON, MASS. 


NEW YORK CHICAGO ATLANTA CLEVELAND 
Sales Offices: St. Louis, Indianapolis, Los Angeles, San Francisco, Seattle. In Canada: Wheeler Reflector Co., Ltd., Toronto 
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As a whole- 
saler, this 
fact about 
vacuum cleaners, based 
on actual sales figures, 
should make me stop and 
think ! 


MORE AND MORE VACUUM CLEANER 
SALES ARE GOING THROUGH THE 
JOBBING TRADE... 


CLEANERS ARE FAST BECOMIMG HOUSE- 
HOLD NECESSITIES SOLD OVER THE 
COUNTER. THEY'RE PASSING OUT OF 
THE HIGH-PRESSURE SPECIALTY 
CLASS! 


I'll get into this business early 
and earnestly. 


I'll tie up with Hamilton Beach 
because they know the jobber's 
problems, and they've maintained 
their jobber-policy. 


And I'm sure of my profits! So is 
the dealer! Hamilton Beach will 
maintain their price and protect 
my profit. 


Another big Hamilton-Beach sales 
success—the Combination Food 
Mixer and Juice-Extractor. As a 
mixer, whipper, beater, chopper, 
can be used in the hand or on the 
stand. Changed in 15 seconds to 
powerful juice-extractor. Com- 
plete with two French ivory bowls, 
$21.50 list. The “‘Standard’’ model 
(without juice extractor) now 
$16.50 list. Prices 45c additional 
west of Rocky Mountains. 





HAMILTON 
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I'll sell this new Gold Star 
Model Hamilton Beach...it's the 
type that the trade demands, with 
motor=-brush action. 


It's priced right for quick 
store-sales, and it pays a 
liberal profit. 


No dealer-customer of mine will 
ever be sold direct...Hamilton 
Beach has a policy and lives up 
so it. 


And I know in advance what 
promotional help I can count on 
eeethey'll gear up their selling- 
Plans to meet the new problems. 


That radio program of theirs, for 
instance... it's a big success 
from point of sales. Hamilton 
Beach was first on the air from 
coast to coast with a demonstra- 
tion-progran. 


I'll write to those 
people TODAY and get 
their Jobber's Sales 
Plan! 





GOLD STAR MODEL 


jg 


—with all the features of a 
high-priced cleaner. Motor- 
brush action .. . increased 
power... Smart new appear- 
ance in cool gray... easy- 
cleaning action... fool-proof 
belt and many other refine- 
ments. Jobber and dealer 
make good profit’ on the 
$39.90 price. 





BEACH cOMPAN Y 


A SUBSIDIARY OF SCOVILL MFG. CO., RACINE, WISCONSIN 
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The New Era in 


lectrical Wholesaling 


HE staff of EtecrricAL WHOLESALING (formerly 

THE JOBBER’s SALESMAN) has studied for some 

time the trend of distribution in the appliance field. 
While the electrical wholesaler had been doing a rela- 
tively good job on appliances, mass production on the 
part of manufacturers has necessitated a movement for 
mass distribution. In addition, the independent manu- 
facturer has, for years, experienced no little difficulty in 
getting distribution through the merchandising depart- 
ments of public utilities. 

There has, therefore, come into the field a new type of 
wholesaler known as the “Specialty Distributor.” And 
there are four definite reasons for his advent into the 
field of the wholesale distribution of electrical merchan- 
dise. These four reasons are: 

1. THE EvectrricaL WHoreEsALer. The electrical 
wholesaler, although still an important factor in appliance 
distribution, has not given manufacturers the complete 
distribution necessary to keep in step with mass produc- 
tion. Some wholesalers, becoming discouraged over the 
utility situation in their territories, devoted their major 
attention to supply lines. Others failed to recognize the 
necessity for applying an intensive selling program to all 
types of logical retail outlets and confined themselves in 
the main to the electrical dealers while other retail out- 
lets were being sold by wholesalers of the hardware and 
automotive type. In order to reach such outlets the man- 
ufacturers, therefore, found it necessary to distribute 
through such “foreign” wholesalers. 

2. THE Rapio WHOLESALER. It is a recognized fact 
that the introduction of a radically new commodity forms 


TOLEDO SURVEY 


No. of Distributors Interviewed 
A. No. Distributing Radio 
B. No. Distributing Refrigerators 
C. No. Distributing Appliances 
D. No. Intending to Add New Lines 


A c 


. Distributing Radio 


. Distributing Refrigerators j * 


A field study by the staff of "Electrical 
Wholesaling" reveals the evolution now tak- 
ing place in the distribution of electrical 
merchandise. 


temporarily a new industry. After the commodity has 
been thoroughly sold to the public it simply reverts back 
to a product of its logically allied industry. We have 
seen it happen with pianos, washing machines, vacuum 
cleaners, and so forth. Radio, however, is the outstand- 
ing example of such procedure. For years it has been a 
separate industry and for years the staff of this paper 
has maintained it would revert back to a household com- 
modity in the electrical field. Let us ste what happened. 

With the coming of radio there was created over night 
a vast army of wholesalers—single commodity whole- 
salers who coasted along with the tide, engaged in fran- 
tically satisfying not a public acceptance but a public 
demand for the commodities offered. Manufacturers 
sprang up throughout the country and the business con- 
tinued to flow in. With, however, the introduction of 
the wide variety of sets from a wide variety of manu- 
facturers came, not the competition of value but the 
unfortunate competition of price. And, when the midget 


DETROIT SURVEY 


No. of Distributors Interviewed 
. No. Distributing Radio 


ST. LOUIS SURVEY , Ne Dihibuting Rehigerators 


. Distributing Appliances 


. of Distributors Interviewed ‘ . No. Intending to Add New Lines 


c 





RADIO LINES BEING 
HANDLED 


Atwater Kent 
Bosch 
Apex 
Zenith 
Sperton 
B 
REFRIGERATION LINES 
BEING HANDLED 
Williams “Ice-O-Matic” 
Copeland 
Westinghouse 


30 


APPLIANCE LINES 
BEING HANDLED 
Autolite Clocks 
Arvin Heaters 
Cincinnati Victor Appliances 
Scott-Fetrer Cleaners 


D 


LINES NOW BEING 
CONSIDERED 
Refrigerators 
Ranges 
Heating Appliances 
Motor Driven Appliances 


. Distributing oe 


. Intending to A 


A 
RADIO LINES BEING 
HANDLED 


RCA Victor 
Zenith 
Crosley 
Mohawk 
Atwater Kent 


B 
REFRIGERATION LINES 
BEING HANDLED 

Frigidaire 

Copeland 

Kelvinator 

Gibson 

Mohawk 

Apex 

G.E. 


id New Lines 


c 

APPLIANCE LINES 

BEING HANDLED 
“One Minute” Washers 
Wagner Fans 
Hamilton-Beach Cleaners 
Century Fans 
“Universal” Appliances 
Hammond Clocks 
Dover Appliences—Apex Washers 
Birtman Washers—Apex Cleaners 
Birtman Cleaners 


D 


LINES NOW BEING 
CONSIDERED 
Refrigerators 
Electric Heaters 
Toasters 
Vacuum Cleaners 
Washing Machines 
Electric Clocks 
Ranges 
Fans 


RADIO LINES BEING 
HANDLED 
Atwater Kent 
Bosch 
Apex 
Sparton 


Mejestic 
Fada 


REFRIGERATION LINES 
BEING HANDLED 


Kelvinator 
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APPLIANCE LINES 
BEING HANDLED 
Autolite Clocks 
Arvin Heaters 
Empuco Dry Cleaners 
Kodel Clocks 
“One Minute” Washers 
Kenmore Clocks 
Clements Cleaners 


D 
LINES NOW BEING 

CONSIDERED 
Refrigerators 
Ranges 
Vacuum Cleaners 
Heating Appliances 
Motor-Driven Appliances 





set made its sensational entrance 
into the picture, radio, as an in- 
dustry, was face to face with a 
problem. Neither the wholesaler 
nor the dealer could continue to 
exist with a single commodity 
line priced so low that volume 
was necessary for profit and, 
with the depression on, volume 
was no longer to be had. Hand 
in hand with this situation was 
the realization that radio was a 
seasonal commodity so far as 
sales were concerned and profits 


DAYTON SURVEY 


. of Distributors Interviewed 

. Distributing Radio 

. Distributing Refrigerators 

. Distributing Appliances 

. Intending to Add New Lines 


A c 
RADIO LINES BEING APPLIANCE LINES 
HANDLED BEING HANDLED 

General Motors Washing Machines 
Philco Vacuum Cleaners 
RCA Victor Heating Appliances 
Crosley 8 D 

REFRIGERATION LINES LINES NOW BEING 

BEING HANDLED CONSIDERED 

Copeland Refrigerators 


CINCINNATI SURVEY 


No. of Distributors Interviewed 


- No. Distributing Radio 


. No. Distributing Refrigerators 
- No. Distributing Appliances 
- No. Intending to Add New Lines 


A 
RADIO LINES BEING 
HANDLED 

RCA Victor 

ileo 
Zenith 
Atwater Kent 
Majestic 


B 
REFRIGERATION LINES 


BEING HANDLED 
Servel 
Electrolux 
Williams “Ice-O-Matic™ 


c 

APPLIANCE LINES 

BEING HANDLED 
“Thor” Washers 
“Universal” Washers 
Meadows Washers 
Meadows lroners 
Hammond Clocks 
“Mix-Master” Appliances 


D 
LINES NOW BEING 
CONSIDERED 
Refrigerators 
anges 
Washing Machines 


made in the fal! and winter were BE Westinghouse 
dissipated by overhead in the aie 
spring and summer. 

As a result, today the strictly 
radio wholesaler is non-existent 
—he has taken on other electrical 
lines and thus has become a spe- 
cialty distributor of radio and 
appliances. 

3. THE REFRIGERATION Dis- 
TRIBUTOR. Here again we see the 
evolution of a temporary indus- 
try. After the pioneering of 
refrigeration had been accom- 
plished and public acceptance of A 
the product was assured, the re- woe 
frigeration manufacturers in gen- RCA Victor 
eral set up their own distribution aeene Wot 
channels either by means of fac- = 
tory branches, or by the appoint- 


A. No. Distributing Radio 


ment of single commodity dis- 2 
tributors. The chief reason for Oe 
this practice was the matter of te 

service. The distributor in most pecan 

cases set up his own retail outlets Fire 


Kelvinator 


functioning 50-50 as a wholesaler 
and dealer. In the metropolitan 
areas of larger cities he was a 
dealer. In outlying territories he 
appointed dealers and handled the 
service for these dealers except at remote points. 

Engineering developments and natural progress while 
not eliminating the service factor has cut the necessity for 
it materially. The industry—and it was an industry— 
found, however, as in radio, a rapidly developing compe- 
tition. Independent manufacturers came into the field. 
Radio manufacturers, with their own market curtailed 
and their distributors floundering, went into production 
on refrigeration. As with radio, prices have been low- 
ered and undoubtedly will continue to be reduced. 

An interesting coincidence is the fact that the refrig- 
eration wholesaler was confronted with the same prob- 
lem as the radio wholesaler. He found he was handling 
a seasonal item, although of not quite so drastic a form 
as radio. His peak arrived in the spring and early sum- 
mer. His sales fell off in the late fall and winter. Oddly 
enough or perhaps logically so, he and his dealers turned 
to radio, as the radio wholesaler turned to refrigeration. 
This type of wholesaler and dealer had been accustomed 
to selling a commodity of high unit sales price. With 
the introduction of the “midget”? he found it advisable 
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No. of Distributors Interviewed : D. No. Intending to A 


: . N 
Heating Appliances Majette Air Conditioning 
GE Heating Appliances 


Note:— 
Mohawk Vacuum Cleaners 


Dayton, in the main, is a retail 

center contacted out of Cincin- 
nati. 
There are two good electrical 
wholesalers in Dayton actively en- 
gaged in selling appliances. Three 
of the refrigeration distributors 
are branch houses of Cincinnati 
distributors. 


CLEVELAND SURVEY 


No. of Distributors Interviewed 
A. No. Distributing Radio 


LOUISVILLE SURVEY B. No. Distributing Refrigerators. : 


C. No. Distributing = 
id New Lines 


B. No. Distributing Refrigerators - ‘ 
C. No. Distributing Appliances cancel 
D. No. Intending to Add New Lines 


RADIO LINES BEING APPLIANCE LINES 
HANDLED BEING HANDLED 
arton o o 

e General Motors Vesna — 
APPLIANCE LINES Phileo ; Heating Appliances 
BEING HANDLED ee . Motor-Driven Appliances 
Meadows Ironing Machines RCA Victor 
“Universal” Applionces B D 


“Universal” Cleaners 

Rac Washers REFRIGERATION LINES LINES NOW BEING 
Sessmend Clocls BEING HANDLED CONSIDERED 
Battle Creek Sun Lamps Majestic Refrigerators 

Maytag Washers Kelvinator Heating Appliances 

EZ" Washers Copeland Motor-Driven Appliances 
Eureka Cleaners Servel 
Manning-Bowman Appliances 6. E. 


Ranges 
D 


LINES NOW BEING 
CONSIDERED 


Refriaerators 
Ranges 

Vacuum Cleaners 
Washing Machines 
Fans 

trons 

Clocks 

Percolators 
Toasters 





to consider higher priced lines and, as a result, is now 
taking on ranges, washing machines, ironers, vacuum 
cleaners and other electrical appliances. 

4. Tue Pusiic Urmirties. The public utilities have 
in a minor degree been responsible for this movement. 
The majority of manufacturers could not sell to them, 
eithér direct or through their wholesalers. The manu- 
facturers, therefore, found it necessary to seek the retail 
distribution which they must have through wholesale 
outlets set up to do a merchandising job, and trained to 
accomplish it. They turned to the specialty distributor. 

In such states as Oklahoma and Kansas, the public 
utilities were legislated out of merchandising and all 
manufacturers forced to sell through wholesalers in 
order to secure distribution. 

In addition the opinion prevails, particularly among 
distributors in smaller towns, that the depression has 
revealed the public utility as not a particularly outstand- 
ing merchandiser, and some manufacturers who concur 
in this opinion, while maintaining their utility contact, 
are lending a more sympathetic (Turn to page 44) 
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Problems in 
the Distribution 
of Refrigerators 





HIS report aims to present a picture of the re- 
frigeration industry at the present time, with a 
discussion of the sales and service policies of man- 
ufacturer, distributor and dealer and with special em- 
phasis upon the position of the distributor in the indus- 
try. An attempt also will be made to visualize what 
the future of this industry will be, both in the way of 
filling the unsold market as it now exists and in the way 
of new developments which are in the making and which 
might prove valuable additions to the present refrigera- 
tion line in opening up new markets. 

The refrigeration industry has grown by leaps and 
bounds until it is now one of the major elements of 
the electrical business. The methods of sale are very 
complicated and seem to include practically every known 
way to reach the consumer with greatest volume com- 
mensurate with profit. The risks involved in this busi- 
ness cannot be overlooked, but it is believed that with 
proper supervision and attention the reward is there in 
a profit which is in proportion with the risk. 





Growth of the Refrigeration Industry 


The accompanying figures show the sales of refrigera- 
tors in units for the years 1928 to 1931 as reported by 
the N.E.L.A. The 770,000 household units sold in 1930 
represent a retail dollar volume of $232,000,000. On 
this basis, the 1931 sales will approximate the extremely 
large figure of $300,000,000. 

It is significant in studying the distribution of these 
sales among the 63 manufacturers now in business that 
while formerly the smaller manufacturers accounted for 
only about 15% of the total, they, this year, will prob- 
ably account for 30% or more. This should prove quite 
conclusively that the leaders in the field must recognize 
the competition that is being exerted and will be exerted 
more forcibly by these new and smaller manufacturers. 

To attain this enormous volume of sales it has been 
necessary to build up channels of distribution to a high 
degree of perfection. It seems quite logical, therefore, 
to briefly summarize and discuss the general plans under 
which these distributing agencies operate. 





UNITS SOLD IN HOUSEHOLD COMMERCIAL 
1928 495,000 140,000 
1929 730,000 172,000 
1930 770,000 232,000 
#1931 1,000,000 300,000 
*Estimated. 
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This report, presented by the Refrigeration 
Committee of the N.E.W.A. at its recent 
convention at Cincinnati, covers all phases 
of refrigerator distribution in a most com- 
prehensive manner. It is an important con- 
tribution to the literature on this subject 


There are many different methods used in selling re- 
frigerators and because of this fact there have grown up 
several different kinds of distributing agencies operating 
according to the policy of the manufacturer and dis- 
tributor involved. These distributing agencies may be 
roughly divided into five different types. 


Types of Distributing Agencies 
1. Specialty distributor with retail organization. 
2. Wholesaler and key retailer. 
3. Factory branches, 
. Utilities and department stores. 
. Distributor with usual dealer organization. 

These various distributing agencies generally work in 
their normal territory, determined by the factory as a 
logical trading area for the individual distributing center. 
It is believed that a brief description of each of these 
types will prove of some value to a distributor in work- 
ing out his marketing policy for refrigeration. 

The specialty distributor with retail organization de- 
pends upon an aggressive retail sales force under his own 
direction in creating and maintaining a demand for the 
product in the metropolitan center in which he operates. 
He is in no way deperident upon the whims of dealers 
to keep his product before the public and acts on the 
theory that if a demand is created leading retailers will 
be only too glad to take on the product for sale. As a 
rule this type of organization has comparatively few 
dealers to whom he sells wholesale, because of the fact 
that his own retail salesmen have to be protected. Nat- 
urally, the more dealers are appointed the harder it is 
to keep them committed to one definite policy and the 
more sales will be lost by the distributor’s own retail men, 
who in many cases have worked up the sales obtained 
by dealers. These retail dealers are generally the leading 
specialty outlet in community centers with a few larger 
operators in the downtown district appointed as a matter 
not only of volume but of prestige. This type of organ- 
ization is generally found where the refrigerator being 
sold is made by a manufacturer who advertises exten- 
sively both nationally and locally. Thus, a consumer ac- 
ceptance is created particularly conducive to this form 
of selling. Such a distributor is generally specialized in 
his operation, dividing his organization into the various 
classes of retail household sales, commercial sales, apart- 
ment house sales and regular dealer sales. 

The wholesaler and key retailer type of organization 
is modeled very much after the distributor with his own 
retail organization. In this type of organization the 
wholesaler has specialty men to help the key retailer in 
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training his men and in planning his form of operation. 
The key retailer has generally the exclusive franchise 
for the metropolitan center in which he operates and per- 
forms the same functions as the retail organization men- 


tioned above. The wholesaler in turn takes care of the 
out-of-town territory in much the same manner. 

Factory branches present a slightly different picture. 
They may or may not retail. If they do not retail they 
have available retail specialty men who can contact deal- 
ers, get a crew for them and set up the entire operation. 
Sometimes they will put a re- 
tail crew in a department 
store or other large outlet, 
paying for the use of the 
name and space with a small 
commission on the sale of 
each refrigerator. Being con- 
trolled by the factory they 
are forced to definitely carry 
out factory policies and their 
organizations include trained 
men thoroughly familiar with 
the refrigeration industry. 

Some manufacturers whose 
product is not so well na- 
tionally advertised will sell a 
utility or a leading depart- 
ment store and give it the 
sole distribution of their 
product in a territory. In this case the distributor does 
not function. The manufacturer believes that this one 
large outlet will sell more of his merchandise than the 
regular distributor-dealer chain of operation. He places 
with this retailer specialty men to train his inside organ- 
ization, to supervise advertising and to see that proper 
service is given. By eliminating the distributor he places 
in the hands of this key retailer the distributor’s margin 
of profit. 

There are a number of cases where the usual whole- 
sale-retail plan of distribution is followed. The whole- 
saler performs his usual warehouse, credit and other 
functions. He sells at “wholesale only” to his dealers 
and relies upon their efficient operation to develop con- 
sumer demand through aggressive sales effort. He is, 
however, in every sense of the word a specialty distribu- 
tor and he must have available competent men to assist 
these dealers in developing their sales forces, and in plan- 
ning their activities. 

The deciding factor as to which form of distributing 
agency is best is dependent upon local conditions, the 
amount of consumer acceptance built up by the manu- 
facturer, the potential market in the territory served, the 
quality of the merchandise being sold and the point of 
view of the dealers within this territory. There is, how- 
ever, one very important factor which stands out in all 
types of organizations and that is that whether the whole- 
saler actually conducts a retail operation or not, in order 
to sell refrigerators he must have men employed by him 
who know the retail business so that they can educate 
their dealers into an intelligent aggressive sales operation. 

This brief picture of the various methods of refriger- 
ator distribution will serve as a background for the dis- 
cussion of the specific problems which constantly con- 
front not only the distributor just entering the business, 
but also the one who has been in the business for a num- 
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MEMBERS OF THE N.E.W.A. 
REFRIGERATION COMMITTEE 


E. M. Graham, chairman, National Elec- 
trical Supply Co., Washington, D. C. 


L. T. Milnor, Milnor Refrigeration Co.., 


C. B. Peck, Charleston Electrical Supply 
Co., Charleston, W. Va. 





ber of years. Conditions change rapidly and the policy 
which is best now may not meet future conditions. 


The Sales Organization 


Should the distributor maintain his own retail organ- 
ization or should he operate on a strictly wholesale basis ? 
If ‘the refrigerator is extensively nationally advertised, 
the factory will insist that a corresponding volume of 
sales be obtained. When this is the case no half way 
distribution policy will do. 
It must be aggressive. To 
obtain aggressive sales ef- 
fort which can be counted 
upon at all times and all 
seasons, it appears that 
there is no better way than 
for the distributor to op- 
erate his own retail organ- 
ization. If this is not done, 
it is certainly essential 
that sufficient retail men 
be employed to go out into 
the dealers’ places of busi- 
ness and see to it that they 
carry on energetic retail 
operations. 

Assuming, however, that 
the refrigerator being dis- 
tributed is not one which has an extensive national 
advertising campaign behind it, the distributor is gen- 
erally allowed a greater discount in order for him to 
have more margin with which to develop his local mar- 
ket. Naturally, there is less consumer acceptance and 
it might appear at first glance that it would be hard to 
build up an aggressive retail organization when the sales- 
men could obtain a position with a firm selling a refrig- 
erator where there was greater consumer acceptance. A 
moment’s consideration, however, will prove the fallacy 
of this thought, because with the higher discount ob- 
tained from the manufacturer, the distributor can pass 
on to his retail salesmen a larger commission so that the 
retail salesmen can make good (Turn to page 44) 








The display room of the Cushman Refrigeration Co. of Cleveland 
is typical of the modern, attractive showroom essential for the 
sale of refrigerators 
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Men You Should Know 


L. T. MILNOR 


President, Milnor Refrigeration Co. 
Cincinnati, Ohio 


UR business world comprises 
many merchants ; men, who, 
through choice or necessity, 


have always been identified with the 
marketing of goods. And among 
these buyers and sellers there are 
many types, using widely different 
methods and showing seemingly con- 
tradictory ideas and personalities. 
Yet the ultimate goal is the same 
and we find certain basic principles 
applied by all. 

L. T. Milnor is of the type which 
has the selling instinct almost from 
birth. His keen desire to sell things 
developed naturally and rapidly, with 
the result that he has always thought 
in large terms and never hesitated to 
take chances. At the same time he 
has little respect for a merchandising 
set-up which gets a big hand for its 
showiness but which does not yield a 
profit. Hence, he will quickly cast 
overboard any system that does not 
pay. 

Mr. Milnor was born in Alton, 
Ill., on December 16, 1874. He 
remained there until he was 18 
years old. He graduated from gram- 
mar and high school, but his pench- 
ant for selling received early impetus 
when he worked several summers in 
his uncle’s hardware and implement 
store. His father had died when the 
boy was five, but it so happened that 
both sides of the family were in the 
same business, so he had ample op- 
portunities to try his hand at wait- 
ing on customers. 

While this was going on, W. R. 
Pinckard, now with the Westing- 
Louse Electric & Mfg. Co., in Chi- 
cago, worked in the store for Mil- 
nor’s uncle, and had a good chance 
to observe the boy’s possibilities. La- 
ter on, Mr. Pinckard went to Chi- 
cago to be supply sales manager of 
the Electric Supply Co. F. S. Terry, 
who afterward founded the National 
Lamp Works, was then general man- 
ager. Young Milnor asked him for 
a job and was soon working at his 
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* A Pioneer 


first job with a whole- 
saler. 

Money was so tight 
and everything so high 
that Milnor formed a 
partnership with the 
shipping clerk in a 
night wiring business. 
They would buy mate- 
rial from the Electric 
Supply Co. and deliver 
it at night on orders 
previously solicited by 
house to house calls. 

Apparently these 
partners were fired by 
ambitions of unusual 
proportions, for when the Bell patent 
on telephone receivers expired, they 
promptly made 1,000 receivers of 
wood with the idea of selling them 
by mail. They called themselves the 
Economic Telephone and Construc- 
tion Co. 


N the meantime, the name of 

Electric Supply Co. was changed to 
the Ansonia Electric Co. and after 
a few months the firm found it neces- 
sary to make an assignment. The re- 
ceivers immediately began reducing 
expenses and as Mr. Milnor puts it, 
“they fired the high-priced help and 
kept us boys, and I was put in charge 
of the store.” 

After a year of these frenzied fin- 
ance and side-line activities, our sub- 
ject went to work in the store of 
the Central Electric Co. He only 
stayed three months, then he and 
several of the Ansonia employees 
joined the Wallace Electric Co., a 
wholesale house. He still continued 
his construction work, doing some 
himself and hiring men for the rest. 
Much of the wiring at that time 
was for automatic gas lighting and 
trouble-shooting was plentiful. 

From Wallace Mr. Milnor went, 
in 1896, to another wholesaler, the 
C. A. Woodruff Co., and found him- 
self again as city salesman working 


Specialty Distributor 


It was in 1927 that L. T. Milnor, then an 
independent electrical wholesaler in 
Cincinnati, adopted a policy of special- 
ization and selected radio as the most 
promising specialty. 
year refrigeration and major appliances 
were added and a new company, the 
Milnor Refrigeration Co., was formed 
to handle specialties exclusively 


The following 


under W. R. Pinckard. He covered 
the stockyards and south side of Chi- 
cago. After a few months he went 
to work for the Perkins Electric 
Switch Mfg. Co., under George Con- 
over, who had been purchasing agent 
with the old Electric Supply Co. 

He had been with the Perkins out- 
fit only a couple of months, selling 
arc and incandescent lamps, when 
along came the Christmas holidays 
and a load of homesickness. Money 
was still scarce and he was paying 
$5.00 a week board, so he had to ' 
borrow train fare to go home. He 
was so anxious to make the trip he 
did not notify the firm until he was 
safe in Alton. Then he wrote Con- 
over, who replied that it was quite 
all right—that he might as well stay 
home as they were going to fire him 
anyhow on January 1. 


OTHING daunted, the lad re- 
turned to Chicago with the idea 
of hooking up with the Western 
Electric Co. (Turn to page 46) 
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HOBBIES 


Wholesalers and Specialty Distributors at Play 
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COMMODORE HARVEY BALL 
of the Bellingham (Wash.) Yacht Club and his cabin cruiser, the “Connie-B,” 
which, between races, takes him around the islands to corral orders for the G. E. 
Supply Corp., Seattle. 


AFTER BIG GAME 
F. H. Mills of the Union 
Electric Co., Oakland, 
Calif., with a party of 
friends packing in on a 
deer hunt. 





TWO BEAUTIES 


L. A. Woolley of L. A. Woolley, 

Inc., Buffalo, says there 1s noth- 

ing like a battle with a fighting 
“muskey”’ for real recreation. 











The Editor wants your Hobby pictures, too 

















HOLDING THE BAG 
Dave Pence, IWesting- 
house Electric Supply 
Co., Los Angeles, and 
Frank Waite of the 
Phoenix branch, — fre- 
quently take time off to 
climb = mountains and 
stalk wild turkey in the 
tall timber near Flag- 
staf. Here is Dave 
with a pair of splendid 
birds. Somebody shot 
them. Was that some- 

body Dave? 
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One Million Ranges in Three Years 


M This is the objective which has been set for the 
national cooperative electric range campaign spon- 


sored by the entire electrical industry. Plans already 
well under way call for the active participation of 
specialty distributors and appliance wholesalers 


PECIALTY distributors and electrical wholesalers 

specializing in major appliances will have a very 

definite part in the forthcoming national electric 
range campaign. Cooperative national advertising is 
about to make the American housewife as conscious of 
the advantages of electric cookery as she now is of elec- 
tric refrigeration. 

Originally conceived by the Range Section of 
N.E.M.A., the plan has received the endorsement of the 
Range Committee of the N.E.L.A. and committees of 
both associations are already actively at work completing 
all the necessary details including distributor-dealer 
participation. 

In the past 15 years a total of one million ranges has 
been sold, mostly by the utilities. Each range has been 
sold by individual sales effort and at heavy expense. Now 
a three million dollar advertising campaign, plus an addi- 
tional eight millions of range manufacturers’ product 
advertising will create a mass demand for electric cook- 
ery. One of the largest range manufacturers has already 
announced an extensive advertising campaign on his 
product, beginning this month. The national cooperative 
campaign, which will be entirely devoted to the advan- 
tages of electric cookery without regard to make of range 
will probably start in March. 

The program of the range committees calls for the 
sale of 200,000 ranges in 1932, 300,000 in 1933 and 
500,000 in 1934, or a total of 1,000,000 in the next three 
years, 


ERETOFORE, all but the two or three largest range 
manufacturers have been unable to secure satisfac- 
tory distribution because the utilities dominated the range 


field and could not effectively sell all makes of ranges. 


Now specialty distributors, competing on equal terms 
with utilities, will enable all reputable range manufactur- 
ers to secure adequate distribution. One manufacturer, 
who has enjoyed an excellent distribution through utili- 
ties in the past, has already taken on a number of 
refrigeration distributors. 

Mass demand will reduce sales cost per range, inade- 
quate margins of profit must be corrected, utility policies 
on range wiring will be revised and all these facts com- 
bined will give to the specialty distributor a sales oppor- 
tunity second only to electric refrigerators. 

The electrical supply wholesalers, also, will benefit 
from increased sales of wiring materials. The N.E.M.A. 
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committee points out that: “In addition to 
the present market for electric equipment, it 
is estimated that the campaign will, in the 
proposed three-year period, create an addi- 
tional $200,000,000 business, active and po- 
tential, of which total, only 40% will be the 
revenue from range sales whereas the 60% 
remainder will be for generation, distribu- 
tion apparatus and wiring supplies. 

“Every range installed will entail additional house 
wiring, larger entrance switch, heavier service, larger 
meter capacity, heavier service drops from the pole to the 
home, larger transformer, more secondaries and eventu- 
ally added capacity back through the primary, sub- 
station, transmission line, and generating station. Sales 
of some of this equipment will be immediate whereas 
the remainder will be sold later, but the additional range 
load definitely will require increased capacity. 

“Taking into consideration the entire electrical in- 
dustry affected —contractor, dealer, central station 
wholesaler and manufacturer—this three-year business 
development program will create an estimated potential 
and active market totalling $500,000,000. 


/17- HERE are now about 1,000,000 ranges in use, but 
the development of the range business hitherto has 
been spotty. Ready public acceptance and a high degree 
of saturation have been achieved in those places where 
electric cookery has been actively promoted, but the 
saturation of the national range market is only 5%. 

“The analysis of the Range Plan Committee shows 
clearly that where this modern method of cooking has 
been properly promoted, it is done at a nominal cost and 
well within the average family budget. A survey by 
N.E.L.A. of 300,000 monthly bills showed an average of 
only $4.55, which is about $1.00 per month per person. 
During the early development of the electric range, much 
was said about the slowness of electric cookery, but the 
analysis shows that today the modern range, with its 
fast heating elements, meets all the requirements of the 
domestic kitchen. 

“With the industry whole-heartedly cooperating in 
unison toward securing public acceptance for electric 
cookery, there will be accomplished in three years that 
which formerly took 15 years to do. It is reasonable to 
expect that with the proper industry drive now in the 
process of organization under the N.E.M.A. Range Plan, 
involving all branches of the electrical industry, a million 
kitchens will be modernized in the next three years, 
bringing the rate of ranges sold to 500,000 per year—a 
reasonable goal. 

“In view of the vast potentialities of the market re- 
sulting from public acceptance of electric cookery, the 
electrical industry may well adopt the slogan: ‘Let’s 
Make Cookery Modern.’ ” 
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Operating Methods of a 
Successful Specialty Distributor 


A CASE STUDY 


v 


Departmentalized sales activities, careful selection of dealer out- 
lets, economical servicing, budgetary control and modern office 
methods make possible a 17°, return on capital investment 











utor include radio, refrig- 

eration, electric clocks, food 
mixers and incandescent lamps. 
While about 40% of refrigeration 
sales are at retail, all other lines 
are sold only at wholesale. 


= handled by this distrib- 








ikacee. $1,257,179 
..17,500 sq. miles 


Volume of Sales.. 
Size of Territory... 
Population of Territory... .1,250,000 


Character of Business 
Refrigeration. ..34% Radio. . .62% 
Appliances and Lamps 4% 


pense is charged against sales 
rather than administration. For 
this reason 54% of the gross mar- 
gin dollar goes for selling expense, 
and only 12% for administration 
expense. 

About 40% of total refrigera- 














The sales department is broken 
down into five departments each 
with its own sales manager. Be- 
sides the radio sales manager there are four managers 
of refrigeration sales, one each for the following depart- 
ments: retail; wholesale; commercial, and apartment 
house. Each sales manager is a producer and his ex- 


WAREHOUSE. 
and SERVICE 
16 Yo © 


SELLING 
54% ADMINISTRATION 


2% 











How the Gross Margin Dollar is Divided 
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Type of Distributor Covered by Study 


tion sales are at retail while whole- 
sale, commercial and apartment 
house sales combined account for 
the balance of 60%. Retail activities are limited to the 
metropolitan area. In addition this distributor has about 
a dozen metropolitan dealer outlets. In the suburban 
and country territory an effort has been made to select 
the best dealer in each community regardless of his type 
of business. In 10 towns the local utility has been se- 
cured on a dealer basis and the entire dealer organiza- 
tion of this distributor includes about 50 retail outlets. 

A personnel of 80 was required to handle the sales 
volume of 1% million last year. This included 30 retail 
and 10 wholesale salesmen, two to four store salesmen 
(depending upon the season), four warehouse men, an 
office force of 20, the five sales managers and six execu- 
tives ; purchasing agent, service manager, credit manager, 
collection manager and the president. 

All salesmen operate on a straight commission basis. 
They each receive a weekly drawing account out of which 
they pay their automobile and other expenses. The com- 
pany furnishes Fords to all wholesale salesmen and to 
all sales managers. All gasoline and oil is purchased 
from one concern in order to secure a quantity discount. 
The sales managers, however, are permitted to charge 
up their car expenses and also pay a moderate monthly 
charge which entitles them to the use of the company 
car for going to and from their homes and for personal 
use over week-ends. 

Servicing presents a serious problem to all refrigerator 
distributors, but this particular house has reduced servic- 
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ing costs, including all expense of service cars, to 0.4% 
of gross sales. Service calls which do not come under 
the guarantee period are charged for at the rate of $2.50 
per hour for man and truck. This charge is figured from 
the time the service man leaves one customer to the time 
he reaches the next. The minimum charge is $2.00 and 
all service calls are on a cash basis. 

During the busy season an expert finisher is employed 
to do all cabinet work. At other times this work is done 
outside and all cartage involved in refinishing a job is 
included in the refinisher’s bill and thus paid for by the 
customer, 








FINANCIAL STATEMENT . 
For Calendar Year Ending December 31, 1930 


1. Net Sales, after deducting returns and al- 
LOWANCES 3. 6s ces c csc veges see tse $1,257,179 

2. Cost of Merchandise, including incoming 
tratsnortation. = 6 i a. ea $931,658 
3. (a) Gross Profit (Item 1—Item 2)....... $325,521 
(b) Gross Profit Rate (Item 3a + Item 1) 25.8% 
4. (a) Total Operating Expense (Overhead) $310,071 
(b) Overhead in Percent of Net Sales.. 24.6% 
(c) Operating Ratio (Item 4a + Item 3a) 95.5% 

5. (a) Net Operating Profit (Item 3a — Item 


pe ee Sr ees reer $15,450 

(b) Net Operating Profit Rate (Item 5a + 
Reena Vo sick a io es es 1.2% 

6. Other Income and Deductions 

a) Interest -Rectived <0. 5.0.6. iee sess : $1,595 
34 Cash: Discounts Taken....... Deducted in Item 2 
(c) eel Discounts Given....... Deducted in Item 1 
(4) Total oo ice ek a eee $1,595 
7. Net Breks (Item 6d — Item 5a).......... $17,045 
8. Net Profit Rate (Item 7 + Item 1)........ 1.4% 
9. Merchandise Inventory ..............+++- $41,000 
10. Inventory Turnover, Times per Year...... 22.7 
11. Investment or Working Capital........... $100,000 














12. Capital Turnover, Times per Year........ : 
13. Net Profit Rate on Capital Investment 
. (Item 7 + ten 0G Pee SC ivecc miccass 17.0% 


Financial Statement Shows 17% Earned on Investment 








This company has trained its own service men with the 
assistance of the manufacturers. The personnel of this 
department varies from one radio and one refrigeration 
man during the dull season to two radio and three refrig- 
eration men during the peak period. These service men 
always carry with them an assortment of incandescent 
lamps and frequently make sales during their service 
calls. They also receive a $5.00 bonus for all prospects 
reported by them which develop into refrigerator sales. 

A very complete record of service calls is maintained. 
It is a 12 months record by days with three columns 
showing number of calls “on hand,” “received” and 
“completed.” This record thus tells at a glance the exact 
condition of service calls. A minimum of 12 calls per 
day per man has been set for the refrigeration service 
department. 

The warehouse consists of two buildings, one of six 
stories and one of four, which are connected by.a bridge. 
It is located in the retail section and also contains the 
retail showrooms. Although a warehouse in a less ex- 
pensive location would result in a saving in rent, it would 
necessitate additional trucking expenses to the retail dis- 
play rooms and, therefore, would not reduce total oper- 
ating expenses. Roller conveyors which were formerly 
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used in the warehouse have been removed because most 
merchandise consists of large units which can be handled 
more efficiently by hand trucks. 

Two Ford delivery trucks are owned and operated 
by this distributor. These trucks are kept busy han- 
dling deliveries during dull periods and when more 
truck capacity is needed an outside truck is hired at a 
flat rate per unit delivered. This arrangement avoids 
any unnecessary expense from idle trucks. 

This company handles it own installment paper in the 
same manner as would a commercial financing company. 
They find it to be an advantage if a customer knows that 
his paper is to be held by the company and not sold to a 
bank or finance company. Retail refrigerator dealers, 
of course, are sold on a cash or sight draft basis. 

Order and billing routing is extremely simple. Five 
copies of each order are written up at once on a type- 
writer: (1) invoice to customer; (2) order to ware- 
house; (3) packing slip; (4) delivery receipt, and (5) 
sales manager’s copy. The cost of the merchandise ap- 
pears on the second copy and the salesman’s commission 
on the fifth copy. 

This distributor believes in budgetary control. A 
budget covering sales and operating expenses is made up 
at the beginning of the year and is revised at least quar- 
terly and oftener if necessary. An N.C.R. bookkeeping 
machine is used which gives ‘the following information 
on a daily statement: collections for the day and month, 
bank balance, sales, gross profits and accounts payable. 
Thus, the exact condition of the company is always 
known to the chief executive and he is informed at once 
of any deviation from the sales and operating budget. 








STATEMENT OF OPERATING EXPENSES 








: ADMINISTRATIVE 
/ 1, Executive Salaries and ree: 1+ 15% 
2. Salariessi ico 668 es 2 G5 
Ks ray Office Expense ap 
a) Postage oo she ni ace \ 
_. (b) Stationery and eke ess 02 3.27 
(ce) Telephone and Téle Scie nes 0.3: 
‘g Maint., Repairs and eoreciation: 0.2 
Miscellaneous Office E xpenses. . 0.2 
4. Legal and Collection Expense..4..... 0.2 
' WAREHOUSE 
5. Heat, Light, Water & Power........ 0.3% 
6. Repairs and Depreciation.....,...... 0.7 
7. (a) Boxing and Packing.. sani: O06 4 0% 
(b) Delivery: Expense............4:- 1.5 28 
(c) Bevicing Expense .... ice... <. O04-1- 
8. Store and Warehouse Salaries....... 11 - 
_ _SALES 
9: Sales Promotion: Deen: ce Ex- 
ba Bist de es eR vetss ess Se 
. Salesmen’s 
(a) Salaries and Commissions. . ae 94 14.0% 
. (b) Traveling Expenses............. 1.0 





(c) Auto Expenses & Depreciation... 0.3 


poor ec Lipa ae 
11. Rent and Other Real state aie % 

12; Ingprance, Taxes .<..2500. 4 26555 pea Os 1.1% 
13: Miscellaneous... .. oo ~ 0 


' OTHER EXPENSES 
14, Interest on ‘Capital ~ Borrowed 


ae Cees a ee ae 1.1%| 2.3% 


unds 
15. Loss from Bad Debts... = ebceees sa 12. 


























Breakdown of 24.6% Overhead 
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tility Co-operation 


in Minneapolis 


By GEORGE A. MICHEL 


President, The Belmont Corp. 
Minneapolis 


When we consider the pio- 


HE question of central stations 
| contin with the retail merchant 

on electrical appliances is com- 
manding a great deal of attention at pres- 
ent. Many retail merchants and whole- 
salers have resented the competition of 
the utility companies. 

This resentment is fundamentally based 
on the traffic advantages of the power 
company. That is to say, their large cus- 
tomer list, their advertising ability by vir- 
tue of their advertising expenditure, their 
preferred business location and their abil- 
ity to sell on small monthly payments. 

In times of discouraging business con- 
ditions, such as now these criticisms and 
remonstrances are more likely to occur as 
the retail merchant is harder pressed un- 
der these conditions than during better 
times. 

The retail merchant should consider 
very seriously whether in making such 
criticism he is fair to his own future and welfare. At 
least some central stations are most willing to cooper- 
ate with merchants in merchandising plans to sell the 
consuming public more electrical appliances. 

Primarily, the power companies are interested in 
greater consumption of power. This can be increased 
through electrical appliances. When we realize that the 
average home in the United States is only 10% electri- 
fied in reference to appliances, the potential field of con- 
sumption for appliances is tremendous. It is to the 
power companies’ advantage to see the average home 
more nearly 100% electrified, regardless of the source 
of supply of that appliance. With this intelligent view- 
point the power companies should be and I believe gen- 
erally are most willing and ready to cooperate with the 
retail merchants. 

An excellent example of this cooperation is evidenced 
by a recent cooperative campaign on the part of the cen- 
tral station here in Minneapolis. The Belmont Corp. is 
the distributor of an electric sandwich toaster that grills 
ham, bacon, eggs, etc., cooks steak, chops, fish, and with 
a change of plates also bakes waffles and pancakes. This 
is a very attractive piece of merchandise, selling at a 
popular price considering what the article will do. The 
power company here cooperated not only by stocking 
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neer effort and money that 
is required to introduce and 
train the public to new buy- 
ing habits, might it not be 
well for us to look at the cen- 
tral station as an aid in ac- 
complishing this distribution, 
which in turn and in the end 
assists the individual whole- 
saler and retailer in building 


his volume? 


and selling this merchan- 
dise, but also included with 
their monthly bills an en- 
velope stuffer which not 
only advertised the sand- 
wich grill, but also listed 
the names of all retail mer- 
chants in the city of Min- 
neapolis who stock and sell 
this grill. 

Over the names of the 
merchants on this stuffer 
appeared the heading, “On 
display and for sale by fol- 
lowing dealers.” Then fol- 
lowed the dealers’ names 
classified according to dis- 
tricts, such as Loop, North, 
North East, South East, 
South West, and South 
Central. These headings 
refer to the district of the 
city in which the merchants 
are located. The street ad- 
dress of each dealer was 
also given, 

There is one facility 
which the power companies 
have which does make it 
difficult for the retail dealer 
to compete. This is the ad- 
ding of the monthly charges 
on time payment sales to 
the light bill. 

In this campaign, the 
power company further co- 
operated by furnishing to 
responsible dealers desiring 
them, conditional sales con- 
tract blanks. The dealers 
so desiring sold these contracts with their endorsements 
to the power company and received the full cash price, 
the power company retaining the difference between the 
cash price and contract price which in this case amounted 
to 55 cents on each appliance as their finance and han- 
dling charge. The monthly payments on such contracts 


purchased by the power company were added to the light 
bills. 


T HIS evidence of cooperation has been appreciated by 
the retail merchant. The power company has made 
it possible for these merchants to get their message into 
the hands of all of the people who are purchasers of 
power in Minneapolis, at no cost to the retail merchant. 
The cost of production of the advertising matter was 
furnished by the manufacturer, the power company loan- 
ing their facilities for mailing, and everyone selling this 
electrical appliance profiting thereby. 

The hardest problem in merchandising is to create the 
original market. It is much easier to sell electrical re- 
frigeration today than it was ten years ago, or even 
five years ago. It is less a problem to sell washing ma- 
chines, vacuum cleaners, toasters or any other type of 
merchandise after the public has been educated to its 
use and a quantity of them is in (Turn to page 44) 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


In addition to the famous FADA RADIO RECEIVERS 








KFADA 


A 
COMPLETE 





Lewes CF 


WLEMW ELECTRIC 
REFRIGERATORS 


To distributors, dealers, users —all who know 
what FADA means in radio—this announcement 
is headline news. It means, now, refrigerators de 
luxe—in beauty and behavior —with every mod- 
ern feature that is good and smart and useful. 
It means, especially, the abolition of the noise 


making drive belt, fewer moving parts, no ex- 
pansion or float valve on the evaporator —refrig- 
eration science brought brilliantly into 1932. And 
priced to sell in volume in today’s market at a 
profit you can’t ignore. 


NEW WIRELESS IRON 
ELECTRIC ~AUTOMATIC 


TERRITORIES CLOSING NOW 


WIRE OR WRITE FOR DISTRIBUTING FRANCHISE INFORMATION 
F. A. D. ANDREA, INC., LONG ISLAND CITY, N. Y. 










RADIOS - IRONS 





PRIVATE PRE-VIEW FOR TRADE ONLY 


STEVENS HOTEL, CHICAGO, Rooms 2018A and 2019A 
JANUARY 17 TO 24 INCLUSIVE, Open 10:00 A.M. to Midnight Daily 


REFRIGERATORS 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





A Modern Wholesaler: The Wahn Radio Co., General Motors distributors in 
Boston, found dealers so anxious to obtain samples of the new “Little Cor- 
poral,” six-tube super-heterodyne receiver, that they made shipment by air- 


plane. 


Here is Everett Humphreys, Wahn Radio Co. representative, receiving 


one of these sets in New Hampshire from Frank Waite, well-known pilot. 





Another Million Refrigerators to 
be Sold in 1932 

According to an announcement by 
J. E. Davidson of the Nebraska 
Power Co., Omaha, and _ national 
chairman of the Electric Refrigera- 
tion Bureau, the Bureau will conduct 
during 1932 “the greatest cooperative 
advertising and selling activity in the 
history of the electrical industry.” 
The national sales quota has again 
been set at 1,000,000 refrigerators 
and an advertising budget of $412,- 
000 provided for. 
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Television on a Light Beam 

Television transmitted on a beam 
of light, utilizing a wave length of 
only billionths of a meter, has been 
successfully demonstrated at Sche- 
nectady by Dr. E. F. W. Alexander- 
son in the radio consulting labora- 
tory of the General Electric Co. 

“The work thus far is highly ex- 
perimental, yet some day we may see 
television broadcast from a powerful 
are light, mounted atop a tower high 
above the city,” according to Dr. 
Alexanderson, “These modulated 
light waves will be picked up in the 
homes by individual photoelectric 
tubes, or electric eyes, instead of the 
present-type wire antennae. 

“Light-broadcasting may have the 
same relation to radio broadcasting 
that the local newspaper has to the 
national newspapers. These light 
waves can be received only at rela- 
tively short distances, perhaps 10 
miles. Each community could then 
have its own light-broadcasting sys- 
tem.” -- 


Problems of Radio Retailers 

The 1930 operations of 33 radio 
retailers located in 17 states are 
analyzed by the Department of Com- 
merce in its Trade Information 
Booklet No. 778, entitled “Merchan- 
dising Problems of Radio Retailers 
in 1930.” According to this report 
dealers are devoting more effort to 
the scientific merchandising of their 
entire line and are experiencing con- 
siderable success in promoting the 
sale of their moderate as well as 
high priced sets and combinations. 

Sources of income, customers’ 
buying habits, sales personnel, adver- 
tising, home demonstrations, financ- 
ing, trade-ins, and servicing are dis- 
cussed in this bulletin which may be 
secured from the Department of 
Commerce at 10 cents a copy. 


v 


Mid-Winter Conference of 
League Managers 

Managers of Electric Leagues will 
hold their Fifth Midwinter Confer- 
ence in the new headquarters of the 
Electrical Association of Philadel- 
phia, January 25 to 27. : 

The conference will be in the form 
of an open forum discussion of league 
managers’ problems, successes and 
failures encountered in conducting 
activities during the past year, and 
plans for the ensuing year. 

Attendance will be confined to sec- 
retary-managers of leagues and such 
other representatives of local com- 
panies who are interested in getting 
the latest information about coopera- 
tive market development work. 


Increased Sales Reported on 
Specialty Lines 

A report by the Bureau of the 
Census of sales of electrical ap- 
pliances by 398 wholesalers for the 
second and third quarters of 1931 
shows a decrease of 28% in total 
appliance sales in the third quarter. 
Some lines, however, showed an up- 
ward trend including ironing ma- 
chines with a 43% increase, indus- 
trial ventilating fans 40%, kitchen 
power units 31%, heating pads 22%, 
percolators 17%, waffle irons 16%, 
heaters and radiators 12% and toast- 
ers 9%. 


The 398 wholesalers reporting in- 
cluded 232 electrical, 64 hardware, 
23 radio, 15 automotive, five furni- 
ture, four drug and 55 miscellaneous 
wholesalers. 


v 


New G. E. Refrigerator Plant 
at Erie 


Another step forward in the plans 
of the General Electric Co. to con- 
centrate all refrigeration manufac- 
turing in Erie, Pa., has been com- 
pleted, it was announced by A. M. 
Sweeney, manager of refrigeration 
production, as the new $300,000 re- 
frigerator cabinet warehouse at Erie 
was placed in use. 

For two years the company has 
been striding in this direction and 
now, all refrigerator cabinets are 
manufactured in Erie. Compressor 
units are manufactured in Schenec- 
tady and Fort Wayne. As condi- 
tions warrant the move, however, 
it is planned that the production of 
compressor units also will be concen- 
trated at Erie. 


v 


Forty Per Cent of Families Own 
Radio Sets 

Forty families out of every 100 in 
the United States had radio sets in 
April, 1930, according to the prelimi- 
nary count of families and families 
with radio sets made by the Census 
Bureau. There were 29,980,146 fami- 
lies in the United States in April, 
1930, of which 12,078,345, or 40.3%, 
had radio sets. 

New Jersey led in the percentage 
of families having radio sets, with 
63.3%, and New York was second 
with 57.8%. On the other hand, only 
5.4% of the families in Mississippi, 
and only 7.6% of the families in 
South Carolina, had radio sets. 
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18” to 48” High and Low 
Speed Exhaust Fans 





9” 12” and 15” Bucket 
Blade Ventilating Fans 


yey 


Wind-0-Vent Wall Cabinet 
Unit with Louvres 









































Vi Vi 
Metal or Glass Panel 


N the Diehl line there is a specific fan for every known 
e/§_ ventilating need—from an 8-inch table fan for the bedroom 
to a big 48-inch exhaust fan for an industrial plant. 


With this complete and all-embracing line you are better enabled 
to fill the wants of your electrical contractors, dealers, commer- 
cial houses, industrial plants and institutions — there isn’t a 
ventilating need that you can’t fill correctly and economically. 


The 1932 Diehl fan sales plan provides every practical sales 
booster in the nature of window trims, counter displays, booklets, 
posters, ete. And the new 1932 Diehl catalog contains com- 
plete data on the entire line. Write for your copy. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. 


ELIZABETHPORT, N. J. 
Atlanta Boston Chicago Columbus Dallas New York Philadelphia St. Louis 
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"Drys" Please Note: Our photographer 
holds the negative on this picture and 
will talk business with any temperance 
publications wishing to use this photo- 
graph of H. J. Heller, sales promotion 
manager of J. J. Pocock, Inc., Philadel- 
phia, Frigidaire distributors, enjoying a 
nice cold cup of sparkling, electrically 
cooled water. 


Problems in the Distribution of 
Refrigerators 
(Continued from page 33) 


living selling a fraction as many 
boxes as the man who is selling the 
better known make. In this way a 
distributor is assured of an aggres- 
sive operation creating consumer de- 
mand and the consequence of greater 
interest on the part of his retail 
dealers. 

The sales organization to properly 
take care of the method of distribu- 
tion decided upon is also of primary 
importance. In general it may be 
said that in conducting a refrigera- 
tion business every effort should be 
made to keep fixed expenses and 
overhead down to a minimum and to 
so organize the sales force by paying 
it on a commission and bonus ar- 
rangement that any decrease in sales 
will immediately be reflected in de- 
creased expenses. Varying with the 
potential possibilities of the market, 
it is advisable to segregate the differ- 
ent classes of sales in the hands of 
specialists, as there is quite a differ- 
ence in selling a water cooler to a 
business establishment and in selling 
a refrigerator to a housewife. Like- 
wise, apartment house selling is an 
art in its own and in order to get the 
full share of that business it seems 
advisable to have someone specialized 
in that method of sale. 


Careful consideration must also be 





given to the dealer organization. <A 
dealer to successfully sell refrigera- 
tion must primarily be a salesman, as 
it is not a class of merchandise which 
can be successfully sold by permitting 
it to stand in the corner of a store. 
The dealer should have an attractive 
display place for his refrigerators in 
which he can talk to people under 
pleasant surroundings and one which 
attracts the attention of passers-by. 
He should be given an area in which 
to operate sufficiently large so that 
any effort he puts forth can reason- 
ably be expected to bring commen- 
surate returns in volume and profits. 

(Editor’s Note:—The balance of 
this report dealing with servicing, ad- 
vertising and budgetary control will 
appear in the February issue.) 

Vv 


The New Era in Electrical 
Wholesaling 
(Continued from page 31) 
ear to the wholesaler who wants his 

lines. 
After watching this development 
during the years it has been in proc- 


ess of evolution, the staff of ELEc-_ 


TRIC WHOLESALING has come to the 
conclusion that the “Specialty Dis- 
tributor” is here and is here to stay. 
In addition to finding him among the 
radio and refrigeration distributors, 
he is also to be found among some 
hardware, furniture and house fur- 
nishings wholesalers and to a lesser 
extent among automotive distributors. 

A representative of ELecrric 
WHOLESALING has just completed a 
month’s study of these “Specialty 
Distributors” in important cities 
throughout the middle west. The ac- 
companying charts give the results of 
these studies in the seven cities sur- 
veyed. These surveys are conclusive 
proof that radio and refrigeration 
distributors are rapidly becoming spe- 
cialty distributors. 

Vv 


Utility Cooperation in 
Minneapolis 
(Continued from page 40) 
the hands of the public than it is to 

make the initial sale. 

The more electrical appliances in 
use the more will be sold. The house- 
wife desires that which she sees oth- 
ers possess. The first salesman who 
tried to sell an electric iron had a 
pretty tough time of it. His pros- 
pects probably brought up the ob- 


jection that the irons they were us- 
ing, the old stove irons, were plenty 
good enough for them and the new 
fangled contraption would have to 
be tried out before they would specu- 
late on it. As electric irons were sold 
in larger quantities the housewife was 
educated and her desire was aroused 
by seeing others use them. 


When we consider the pioneer ef- 
fort and money that are required to 
introduce and train the public to new 
buying habits, might it not be well 
for us to look at the central station 
as an aid in accomplishing this dis- 
tribution, which in turn and in the 
etid assists the individual wholesaler 
and retailer in building his volume? 


With power companies willing to 
cooperate, their advantages for mer- 
chandise distribution can be used to 
the advantage of the retail merchant, 
as they are able to introduce new ap- 
pliances, educate the public to the 
use of present appliances, and gen- 
erally create a demand by which 
everyone can profit. 

Let us not judge too hastily. It 
requires some farsighted thinking. 
It appears as though the central sta- 
tion were, in truth, the electrical ap- 
pliance retailer’s best friend, insofar 
as their facilities can be used in cre- 
ating a market. 








All Set for the News Trail: Field edi- 
tors for ELECTRICAL WHOLESALING often 
have to use strange methods in ferreting 


out hidden news. Here is Coit A. 
(“Duke”) Smith mounted on his trusty 
burro which is often “Duke’s” only means 
of locomotion. He (“Duke”), has just 
loaded up at a filling station in Arkansas 
and is now ready for a hard day’s work. 
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FEATURE 





STAR-Rite 


ELECTRIC 


MAGIC MAID 


IT’S PORTABLE —use it anywhere 


RIGHT NOW 


FOR JANUARY SALES 
Coast-to-coast radio broadeast- 


iailiaceiiidiuaina ci ing NOW reaching millions of 


on the air from coast to coast. 
Eastern: WJZ and associated N.B.C. 





Stations, Monday to Thursday,11:00 = 

A.M. Eastern Standard Time. West- intere sted women 
ern: KGO and Pacific and Mountain gS mn f>. 

N.B.C. stations, 11:10A.M.Tuesday, ; ety Rs 

Pacific Standard Time. eo < SS” 


| | ea Full pages in Good Housekeeping 


reaching more millions 


* 
bipage - NOW is the time for more sales 
J i es - es 
wn =I OW is the time for more profits 
*19 50 * 
\. enna Here’s your leader for January sales, STAR-Rite Magic 
seme I" Canede, $24.75 Maid —the one household electrical appliance that is so 


new, So efficient that every modern woman wants it when 
she sees it demonstrated. 

Feature Magic Maid, display it, demonstrate it. Magic 
Maid is the outstanding value in the mixer-beater-juice- 
extractor field—the most talked of, the most widely adver- 
tised—the winner. 

Magic Maid is your answer for immediate January sales. 
Feature Magic Maid, connect your store with our tremen- 
dous advertising campaign. Action now, today, will bring 
you greater sales, greater profits. Insure volume sales by 
ordering stock today. 


The FITZGERALD MANUFACTURING CO., Torrington, Conn. 


Originators of the combination Mixer-Beater and Juice Extractor 


Send coupon for full particulars 


H The FITZGERALD MANUFACTURING CO.—Dept. 1-B, Torrington, Conn. 


| Gentlemen: 
| Kindly send me full information on the Magic Maid together with details of 
| sales methods and sales helps. 


PORTABLE the mixing unit | | Name — 


may be detached and used anywhere '___——— —___-_-____-—~~~—-—-——-—~—-—-—-—-—-—-—-— = 
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Tuning in on a New Model: Jule 
Cohen, sales manager of the Lewis Ra- 
dio Co., Inc., Philadelphia, says, “Three 
low priced sets delivered to customers 
are better than one expensive set in 
stock.” 


L. T. Milnor 

(Continued from page 34) 
He found a temporary job with a 
heating contractor. Through his own 
persistence and the good offices of 
A. L. Tucker he finally landed in 
the Western Electric store at 227 
So. Clinton Street. 

Later he became the first regular 
salesman to travel continuously for 
that company. His territory was 
Wisconsin, Iowa, Kansas and Ne- 
braska. His salary of $9.00 per 
week was later increased to $10.50. 


Leaving Western Electric in 1898, 
he went to work for the Bissell- 
Dodge-Erner Co. of Toledo, now 
the F. Bissell Co. Another year 
found him the only salesman em- 
ployed by the Eastern Electrical 
Supply Co., New York City, han- 
dling the city and Long Island. He 
ended up as manager of that firm’s 
Newark branch, now the Newark 
Electrical Supply Co. 

After a year there, family senti- 
ment took a hand and our young 
man hied westward to Galena, 
Kans., to help his step-father who 
owned a hotel there. But there was 
no merchandise in the hotel business 
and 14 weeks was all he could stand. 

He managed to get a pass half way 
to Chicago, paid the rest in cash and 
turned up at Mr. Tucker’s desk for 
his old job. Mr. Tucker was quite 
agreeable and asked him what sal- 
ary he drew before he left. Milnor 
couldn’t remember. ‘Well, it wasn’t 
over $15.00 a week, was it?” asked 
the boss. ‘No, it wasn’t more than 
that,” so he took up where he left 


off at a price that was quite some 
salary those days. 

Soon he was brought in off the 
road and made territorial supervisor 
and, still later, city sales manager. 
His next move, in 1904, was to Cin- 
cinnati as sales manager of the 
Standard Electric Co., owned by 
Western Electric. At that time, 
Gerard Swope was made supervisor 
and Cincinnati was the first house 
outside of St. Louis to come under 
his tutelage. In 1906, Mr. Milnor 
was made manager at Cincinnati and 
continued in that position for 11 
years. 

The big move came in 1917, when 
L. T. Milnor, Jack Nolloth and Wal- 
ter Jackson decided to leave West- 
ern Electric Co. and strike out for 
themselves. The new _ wholesale 
house was called the Milnor Electric 
Co. They were told they could not 
lease the old Aeolian Hall for their 
warehouse but fooled everyone by 
not only getting the lease but selling 
it later for $14,000. 


Starting as a regular supply house 
they found it hard to sell the usual 
run of material to ordinary consum- 
ers, but learned they could dispose 
of specialties readily. After hand- 
ing out 16 gross of Polar Cub fans 
ii a short time, they kept a sharp 
lookout for new specialties and these 
earlier experiences are responsible 
for the present policy. 

In December, 1920, the firm 
moved to its present home at 129 
Government Square. In 1927, the 
executives decided the general whole- 


sale business was not paying suffi- 
cient profit and that part of the busi- 
ness was liquidated. 

Having settled on a policy of spe- 
cialization they started with radio 
and accessories, being the first 
wholesaler in the city to handle that 
line. In 1927 only radio and incan- 
descent lamps were handled. These 
were followed by washing machines, 
vacuum cleaners, and refrigeration, 
the latter leading to the founding, in 
1928, of a subsidiary firm, the Mil- 
nor Refrigeration Co. Clocks, 
ranges and heat control are other 
specialties handled at present. 


In spite of the radical changes in 
the business, Mr. Milnor has a rec- 
ord of never having been in the red 
for 25 years, as manager for West- 
ern Electric Co. and in business for 
himself. 

He has always been intensely in- 
terested and active in salesmanship, 
having taught the subject to Y. M. 
C. A. classes and having served as 
president of the National Sales Man- 
agers Association. He has _ been 
president of the Electric Club and a 
director in the Cincinnati Chamber 
of Commerce and in the Kiwanis 
Club. 

Mr. Milnor’s chief hobby at pres- 
ent is motor boating. He likes 
plenty of speed and saw to it that 
his own boat was plenty fast. Be- 
sides taking part in local races on 
the Ohio River at Cincinnati, he likes 
to make runs as far as 200 miles. 
He is a member of the Cincinnati 
Country Club. 
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A Baseball Game in Radiotrons: 





R. Stuart Rosemond of the General Electric 


Supply Corp., Los Angeles, is justly proud of this Radiotron window display. It 
was designed and made up by the Los Angeles house and during the baseball sea- 
son did very effective work. The grandstand and bleachers are filled with radio 
tube fans, and the players on the diamond and in the field as well as base runners 
are indicated by tubes. What are ordinarily signboards around a baseball park are 
here the back walls of the display and carry the Radiotron message. 
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The New R&M Model 70 (1932) 


This sturdy 8-inch os- 
cillator retails for only 
$11.50 (110-volt mod- 
el). From base to guard, 
itis precision-made for 
lifetime durability. Its 
price, quality, and use- 
ful size will make it a 
big seller this year. 








R&M Model 3 (1903) 


Says Mr. Charles A. Greene, Chief Engineer of The C. F. 
Pease Company, Chicago, well-known manufacturers of blue- 
printing machinery: 
“It may be of interest to you to know that for over twenty 
yearswe have used Robbins & Myers Electric Fans. The 
oldest of these is gee 22 years old and is still 
operating along with the newer designs that we have pur- 
chased from time to time as improvements have been made.’’ 


R & M Fans are famous for their long life. Many of the first fans 
built over thirty-four years ago are still giving faithful service. 











WE PRESENT A COMPLETE LINE OF GOOD FANS 


The 1932 R&M line includes fans for every need at prices for every pocket- 
book. Fans for homes and fans for offices, big fans and little fans, but all 
good fans. They are nationally distributed, nationally advertised, and nationally 
sold at a profit. For more than thirty years they have been America’s favorite. 
Handle the line that turns more inquiries into sales. Write for Catalog 1563. 


ROBBINS & MYERS, INC., Springfield, O.; Brantford, Ont. 


Robbins & Myers 


Fans and Motors 


HAND AND ELECTRIC HOISTS 
AND CRANES 





R & M STANDARD FANS R & M CEILING FANS—Designed for modern in- R&M OSCILLATING ART 
—All types and sizes for teriors. Also electrically reversible ceiling fans, FANS—These fans harmo- 
alternating and direct cur- and models for both alternating and direct current. nize with modern home 
rent at prices from $6.50 andoffice furnishings. They 
to $35.00. Built to sell sell for only a little more 


and stay sold. than the standard fan. 
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News 


from the Field 


Ec: month "Electrical Wholesal- 
ing’ sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers. 











G. E. Supply Corp. Divides 
Sales Activities 

Effective January 1, sales activities 
of the General Electric Supply Corp. 
will be segregated between an appli- 
ance division and a supply division. 

H. B. Tompkins becomes manager 
ot supply sales and J. L. Busey man- 
ager of appliance sales. Internal 
house affairs will be supervised by 
J. G. Johannesen as vice-president in 
charge of operation. These three 
officials will be located at Bridgeport. 

Similarly, there will be three dis- 
trict managers at each district head- 
quarters, one each for appliance 
sales, supply sales and the operat- 
ing department. 

The Rocky Mountain and Pacific 
territories will comprise a decentral- 
ized operation headed by D. E. Har- 
ris, vice-president, at San Francisco. 

According to President Buchanan 
these changes have been made “in 
the expectation of accomplishing a 
more efficient and economic adminis- 
tration of the activities of the com- 





New Home of St. Louis Graybar: 


A three-story building within a 20-story 
building best describes the new quarters 
taken over on January 1 by the Graybar 
Electric Co., in the beautiful St. Louis 
Mart. The official address is 1220 Spruce 
St., a private entrance. The three floors 
will be connected by private stairways, 
elevators and chutes. Several hundred 
feet of truck loading docks and ample 
parking space guarantee efficient han- 
dling of orders, while 15 trunk line rail- 
roads take care of freight shipments. 


pany. With the gradual increase in 
number of lines handled there has 
been a broadening of sales obliga- 
tions. There is a distinct difference, 
both in character of market and 
method of selling between appliance 
lines and construction supply lines. 
Hence, the new division of sales ac- 
tivities should result in more inten- 
sive sales efforts in each of these two 
groups.” 
Vv 


R. W. Giese Sells Business 

After 22 years at the same loca- 
tion R. W. Giese has sold to J. W. 
Alexander the Wayne Junction Elec- 
tric Supply Co., 4407 Germantown 
Ave., Philadelphia. 

“Jim” Alexander, who is well 
known among the local electrical fra- 
ternity, spent 15 years with the Ar- 
row-Hart & Hegeman Mfg. Co., and 
is an active member of the Electrical 
Association of Philadelphia. 

Mr. Giese has retired, his retire- 
ment being the result of business en- 
joyed during the past era. 


Vv 


Republic Handling Many 
Specialties 
The Republic Radio Corp., De- 
troit, has added many new lines to 
its original set-up during the past 
several years. Among the lines now 
being handled are: Norge refriger- 
ators; Kodel and Kenmore clocks; 
“One-Minute” washers; Burke golf, 
and Clements cleaners. 


v 


A Tribute to 
E. H. Waddington 


The December 1 issue of the 
Kansas Citian, weekly organ of the 
Kansas City Chamber of Commerce, 
contains a tribute to E. H. Wadding- 
ton, Kansas City sales manager of 
the Graybar Electric Co. He is de- 
scribed as “a friendly man whose 
friends are legion.” 


Inter-Mountain Adds Westing- 
house Refrigerators 


The Inter-Mountain Electric Co., 
Salt Lake City, has been appointed 
as distributor for Utah, part of Idaho 
and part of Nevada, of the products 
of the refrigeration department of 
the Westinghouse Electric & Manu- 
facturing Co., according to an an- 
nouncement by W. W. Crocheron, 
sales manager for the Inter-Moun- 
tain Electric Co. 

B. J. Daline of San Francisco has 
been brought to Salt Lake City as 
manager of the refrigeration depart- 
ment of the Inter-Mountain Co., and 
approximately 20 people will be em- 
ployed in this new branch of its 
organization. The Inter-Mountain 
Electric Co., in addition to estab- 
lishing a local retail store in Salt 
Lake City, will handle wholesale dis- 
tribution of the products in the ter- 
ritory above mentioned. 


Vv 


D. W. May in New Quarters 


The D. W. May Radio and Tele- 
vision Co. has withdrawn its branch 
offices with the exception of the one 
in New Jersey and has concentrated 
the business of the company in the 
five story building at 380 Lafayette 
St., New York, which it occupies ex- 
clusively. Open house was held the 
week of November 30 at which time 
guests were entertained and a new 
exhibit of lines shown. 


Vv 


Smith Radio Changes Set-Up 

The Smith Radio Co., Louisville, 
has changed its set-up radically dur- 
ing the past few months. Formerly, 
RCA Victor distributors only in that 
territory, the following lines have 
been added: “E-Z” washers; Eu- 
reka cleaners; Leonard refrigerators 
and General Electric lamps. In ad- 
dition, the company is organizing a 
complete supply department. 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 




































































































































































Zone |—New England:— 


Zone 2—Central Atlantic:— 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 


ware, Maryland and District of Columbia. 


Zone 3—Southeast:— 


Georgia, Alabama and Florida. 


Zone 4—Midwest:— 


Ohio, West Virginia, Kentucky, 


Virginia, North Carolina, South Carolina, 


Indiana, 
Michigan, Illinois, Wisconsin and Iowa. 


Zone 5—Gulf Southwest:— 


Zone 6—West Mid-Continent:— 


Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 


Zone 9—Pacific Southwest:— 


Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7| Zone 8} Zone 9 
COMMODITY * jel | te ial | lel |. is i oe me 
8| 5] $| 9] | $| 8] 5] 8] 8] S| 8] 9) -s| 8] 9/5] 8] 3] 5] §] 8) 5] §] 8] 5] 8 
OfepasOjejajOleje/Olef[alo/Lialol Li Llol Li elo} ze) 2lol 22 
A—CONSTRUCTION & MAINTE- : ; : . - ; 
NANCE MATERIALS (SUPPLIES) Fair Fair Fair Poor Poor Fair Fair Poor Fair 
SS aaa rl Ba Berd Dee Ped Bab be OS GS be Dada 3d bd dB 
Conduit Fittings, Boxes, Accessories] 1 5 7] 4/13 5 | 2 | 4} 1]3 be o}1}8!710/4!/3]0/2 | 1}O;1/3}1)5)2 
AR Le Pee 1) 4) 372/17) 172) 4) 073 | fi2}1)9) 60/4) 3}0/2/) 170) 2) 2]0) 6) 1 
Miscellaneous Supplies .................... 1) 5) 1) 2 13) 771) 5) 1) 2 (12 [12 1/7) 8)0/5|2]0/3)0/0 2\)2]0|5)3 a 
Safety Switches & Panelboards........|2 | 3 | 3/3/9/10/2/4/1)4/11 |1l}2)/8)>7/0)3/)4]1)/2/0/0/4/0)/0/5'\3]) ¢ 
MRO ri eh ee eee a 0'1;6/0/)1)14)0;);0)4]0/1/1810;)1)15)/0)/0;6]/0'1)110'0'310\0)6 
Wire: Bi -Gable: 22.0. on 2;5/) 071116) 5 72/4) 073113 1071)9)670/6)170)3)07;0)/2;2]1)5)2 
ee Paice 2)4/212|14 1671/5!) 110/1311212)'9'5170)/5)}210'3'010)4/012)4) 2 
Outside Construction Materials...... 0';0;6/0;| 311630] 0 612 2117}0/0/14]0 21/4101/0'3101'0;310/0)8 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting | | | | 
Ree 0,/5)2]2/5 111} 2/441 10/1312)5/)8}0)/2)/5]0;/ 2; 1]0/0;2]41/4)3 
Motors & Control ....................----....-- 0,0/6)/2/6/]/11}0/1)/67/0/5)19}0/)3 1110/01 7}/0'0'2}/0;0'2]/0')1 6 
Switchboards & Accessories ............ 012,571) 6112/0/0;/671)5 1671/0113 70/1); 670;/0;270/0;24/0/3 4], 
Telephone & Signal Equipment........ 1} 1/)/5]70/1/15}0/2)4]0/)3117]0)2)8]o;1)/5]}0/0,/21/0 0) 2]0/155 2 
Commercial Equipment .................... 0,0/5/2/3 1 ]O;0/5)1)1/11310)3/810\/2)/5]0\/0;/2]}/0 0;2]110 4 
Industrial Equipment .......................- 0/2/41/0/2/14]/0/0/5/0/0]12]/0)3/9]0/1/5]0;/0 2}/0\;0;1]0/'0'5 
Ventilating & Air Conditioning | | | | 
T_T 112) 4]0/5|I5{O}2;5]71)1 22,0] 1 JO; 2; 4/0} 1} 170;0;27;0; 145 
C—APPLIANCES AND SPECIALTIES Fair Fair Fair Fair Fair Fair Fair Fair Fair 
Counter Merchandise —.................... 6/3 /O75 15/3 7115/0737! oe] dlr} 2,0; 7/of;0;}3)/of1)/ 2/073) 4) 1 
NE II ericson ccaccessenronineinirite 2/4/2]6/9/610/3}2]5|14)4]2)0/4]0;/6)1}1}1,0f0;)2/0}2 451 
Fans .. -}0/2/6]1)1/20}0/0/6/0!/ 1 /24)0)1112}0);0)/6/0'0\/2/0\/0'3]0'0 7 
Heating Appliances -.....................--. 3/6/0/4)1I7;1]/0;5) 141 |200)4)5/8)310)/6)/170)/1/)/170)/2/072)5) 1 
Incandescent Lamps ................---------- 2; 6; 0 fll 113} 0)2)4)0 413 110)2)7/)8)172)/5/)/0]}1);2;/0}1;2)/0]6;2/0 
CO 1} 1) 371) 0/670/0/3]/0/0)31/0/)1 3/0; 1) 1]/0/0;2]0/0 0]0/0 11 
ORS Ree eee ee eee 3/3)/3]0/9|7 O11) 473 iby 7yt}6)}370;4)270;2;0];0) 1) 1 31/5/01 % 
Ranges & Water Heaters................ 1)1) 470/314] 1/2/3]}1/6]1}0)/5)8/0!}4/1]0 li }2fojoj1s1j}3i3]- 
Refrigerators 10/3)4]2/315 O;1/)1)0\)6)4 0;2;17/0/0,;07/0;1;/170;0;17,0)/1)2 
Residential Lighting Equipment........ 1}6;1;2;7/9]1] 2 | 371) 4/1371) 4;870)/6;);170;3;070)/1;0]72)4) 1 
Trains & Toys 2/2/14 612/012 IPL 4) 470 4 2, r 2; 1fol;o;2fyololoyri ia) 
Vacuum Cleaners 0;7/0)/3/11/7)/0)/2|)3]0|15 10]0)8)|51/0,4)2}0)2;1}0)0;/2)2/4)2 
Washing & Ironing Machines.......... 0/6/2/2)|10/7]0)|3)| 2 0/7 /1270;8)3/0)3)/372)/0;17;0;/0) 171) 2) 3 
Other Motor Driven Appliances...... 114}2)5/8/6]1/3|2]2| 8| 1) 4{/7]t {3S tjOlt{ 1 fOl]Oj2]2)/ 342 7 
ZONE AVERAGE Fair Fair Poor Poor Poor Fair Fair Poor Fair 
STATES IN EACH ZONE 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and Missouri. 


Kansas, Nebraska, Colorado and Wy- 
oming. 


Minnesota, North Dakota, South Da- 


kota and Montana. 
Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utah 
and Nevada. 
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Personals 





FRANK HAFNER is a new salesman 
with the Graybar Electric Co., 
Brooklyn, N. Y. 


R. W. McMann, Inc., New York, 
reports the addition of Jack Miller 
to its sales staff. 


H. W. LINGENFELTER has been 
employed by the Westinghouse Elec- 
tric Supply Co., Chicago, as sales- 
man. 


Kart NEWHOUSE is a salesman in 
the refrigeration department of the 
Westinghouse Electric Supply Co., 
San Francisco. 


Burtis MANNING is now con- 
nected with the Electra Supply Co., 
Poughkeepsie, N. Y., as salesman. 


A New salesman, Dan T. Conners, 
has been added by the Harten-Knodel 
Distributing Co., Cincinnati, O. 


R. E. McCormick, appliance sales- 
man, formerly with Revoir Motors, 
Syracuse, N. Y., selling Majestic 
Radio, will travel out of Bingham- 
ton, selling appliances for the South- 
ern Tier Electric Supply Co., Bing- 
hamton, N. Y. Martin H. Stebbins 
is a salesman at the company’s new 
house in Elmira, N. Y. 


G. R. Kixts, formerly with Crocker 
& Ogden, is now with the Southern 
Tier Electric Supply Co., Bingham- 
ton, N. Y., as store manager. Jack 
Taft, formerly head of the electrical 
department at Crocker & Ogden, is 
now employed as store manager of 
the Southern Tier Electric Supply 
Co. branch at Elmira, N. Y. H. L. 
Phillips has been promoted from ap- 
pliance sales manager to take charge 
of the Elmira branch. 


L. R. Kose, Jr., replaces L. W. 
Kellogg as secretary with the L. R. 
Klose Electric Co., Kalamazoo, Mich. 


Report comes from the General 
Electric Supply Corp., Providence, 
R. I., that R. A. Shackleford, divi- 
sion manager, is located at the Phila- 
delphia house, effective January 1. 


M. C. BECKNER, manager of the 
Graybar Electric Co., Charlotte, N. 
Car., has been transferred to Rich- 
mond, Va., as merchandising mana- 
ger. Mr. Beckner has been manager 
of the Charlotte house for five years 


and prior to that was in Richmond 
and also in Norfolk, Va. Y. P. King, 
former city salesman with the Char- 
lotte house, has been promoted to 
sales manager. Mr. King wears a 
25 year service button, having started 
with the company in Atlanta, Ga., in 


1905. 


Jack GINGoLp, formerly of the 
Garfield & Elliott Electrical Supply 
Co., is the manager of the 40th St. 
Branch of the Hub Electrical Supply 
Co., New York. 


R. H. McMann, Inc., New York, 
announces the appointment of R. 
Harold Clement as assistant sales 


manager. 
v 


Lines Added by Wholesalers 


Hus ELectricAL Supprty Co., 
New York—‘Star-Rite” appliances 
of the Fitzgerald Mfg. Co. 


HARTEN-KNopEL DistRIBUTING 
Co., Cincinnati, O.—“Solo-Tone” au- 
tomobile radio. 


Wauwn Rapio Co., Boston, Mass. 
—“Mayflower” electric refrigerators 
for eastern Massachusetts and New 
Hampshire. 


BLAINE ELectric Co., St. Paul, 
Minn.—Benjamin Electric Mfg. Co. 
line of reflectors, floodlights and sun- 
lamps. 


W. M. Reay & Co., Norfolk, Va. 
—Diehl fans. 


ELEectTRA Supply Co., Poughkeep- 
sie, N. Y—Hammond Clock Co. and 
National Carbon Co., Inc. 


Netson Exectric Supprty Co., 
Tulsa, Okla.— Anderson Brass 
Works line of brass connectors, 
ground clamps, etc. 


INDEPENDENT Exectric Co., Mus- 
kegon, Mich.—“Colon” washers and 
ironing machines, Lyric radios and 
Mohawk refrigerators. 


Stusss Exectric Co., Portland, 
Ore. — Grinnell Washing Machine 
Co. 


Jupson C. Burns, Inc., Philadel- 
phia, Pa.—‘“Hotpoint” ranges. 


Lewis Rapio Co., Inc., Philadel- 
phia, Pa——Weston instruments and 
home movie cameras and projectors 
of the Keystone Manufacturing Co. 


REDEWILL Music Co., Phoenix, 
Ariz.—Holbrook electric refrigera- 


tors and Jackson-Bell radios. 


Tri- STATE Etectric Co., Sioux 
Falls, S. Dak.—Automatic Washer 
Co. line of washers and ironers. 


ARIZONA WHOLESALE ELECTRIC 
Co., Phoenix, Ariz—“Royal” vac- 
uum cleaners. 


CENTRAL ELectric Suppty Co., 
Perth Amboy, N. J.—Trico renew- 
able fuses. 


C. H. Carter Co., Sacramento, 
Calif—Jackson-Bell radio receiver. 


BAITINGER ELecrric Co., New 
York—Cutler-Hammer products. 


v 


Gertler Opens New Branch 

The Gertler Electric Co., New 
York, has opened another branch at 
250 Richmond Ave., Port Richmond, 
Staten Island, N. Y. Plans are be- 
ing made to open more branches in 
the near future. 


v 


New House for Southern 
Tier Electric 
A new house at 101 E. Church St., 
Elmira, N. Y., has been opened by 
the Southern Tier Electric Supply 
Co., Binghamton, N. Y. 


Vv 


Canfield Supply Expands 
The Canfield Supply Co., Kings- 
ton, N. Y., has added two floors to 
its stock of electrical supplies. Sales 


volume this year is reported to be 
above that of 1930. 








Creates Public Demand: R, A. Sholl, 
publicity director for Judson C. Burns, 
Inc., Philadelphia distributor, has spent 
the last 10 years devising ways and 


means of making the Philadelphia 
housewife “appliance conscious.” 
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WADSWORTH 


Wholesalers’ Sales Activities 


Evectric Sates Co., Corpus 
Christi, Tex.—A_ new catalog issued. 


TRIANGLE ELectric Suppty Co., 
Muncie, Ind.—Table appliances. 


GENERAL ELectric SupprLy Co., 
Raleigh, N. Car.—Cooperated with 
other electrical distributors, dealers 
and local newspapers in working up 
Christmas decorative contest for out- 
side decorations for residences. 


»ELectTrA SuppLy Co., Poughkeep- 
sie, N. Y.—Hammond Clocks and 
“Eveready” products. 


MONUMENTAL ELECTRICAL Sup- 
pLy Co., Baltimore, Md.— Mazda 
lamp campaign to tie in with Judge 
Lentz Bridge Contest. 





BLAINE E tectric Co., St. Paul, 
Minn.—Benjamin ultra-violet sun- 
lamps. 


Unitep Etectric Co., Wichita, 
Kans.—Westinghouse heating appli- 
ances. 


HARTEN-KNODEL DISTRIBUTING 
Co., Cincinnati, O—‘“‘Ice-O-Matic” 
line and an intensive campaign for 
Cunningham tube sales. 


TAFEL Etectric Co., Louisville, 
Ky.—Heating appliance campaign. 


WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Elmira, N. Y.—Westinghouse 
appliances and Radiotron tubes. 


McCarrery Co., South Bend, Ind. 
—Appliance campaign. 


Hus EvectricAL Suppty Co.,, 
New York—General Electric Mazda 
lamps and “Magic Maids.” 


R. H. McMann, INc., New York 
—Cunningham tube prize campaign. 


v 


Wholesalers Active in 
Associations 

S. W. Cooper, Jr., of the United 
Electric Co., Wichita, Kans., was ap- 
pointed to the charity football com- 
mittee to handle the Wichita Univer- 
sity versus Kansas State Agricultural 
College game. 


E. M. Fay, manager of the Mc- 
Donald Electric Co., Inc., West Palm 
Beach, Fla., was elected director and 
first vice-president of the recently 
organized Electrical League of Palm 
Beach County. 





Enelosed Braneh Cireuit 


Cutouts 


Flush Mounting Types 


For real Economy there is none better 
that you can offer Contractors 


WADSWORTH FEATURES 
For Old or New Jobs Wadsworth three methods of 


support eliminate unnecessary installation trouble. 


Ample space, and terminals so located that contractors 
can see and reach them, greatly simplifying wiring. 








No. 12FN 


Roughed in 
Position 





No. 12FTN 


Without Dead 
Front or Trim 





Enclosed Branch Circuit 
Cutouts 


Dead Front Construction 
from 2 to 12 circuits 


Fuse Plug Distribution 
Arranged for 2 or 3 Wire 


Service 


Aluminized Trim 


Enclosed Branch Circuit 
Cutouts 





No. 12FN 


Dead Front and 


Trim in place 





For 
Toggle Switches 


Plug Fuse Distribution 
from 4 to 12 circuits 


Dead Front Construction 





Arranged for 2 or 3 wire 
service 





No. 12FTN 


Dead Front and 


Aluminized Trim 


Trim in place 


Catalog No. 100-A gives complete information 


Write for it. 





Te WADSWi 


Mre@ Inc. 
ntucky. 
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Introducing: L. L. Burress, general man- 
ager of the Danville Electric Supply Co., 
Danville, Ill., is out on the road prac- 
tically all of the time. This company 
will be 11 years old this month. 


Electric Appliance to Incorporate 

The Electric Appliance Co. of 
New Orleans has been reorganized 
and incorporated under Louisiana 
laws. This company is one of the 
oldest and best known electrical sup- 
ply houses in Louisiana and dates 
back 30 years to 1901 when it was 
first established. 

While Neil Himel, prominent life 
insurance man and district manager 
of the Mutual Life Insurance Co. of 
New York, will head the company 
as president, John Wheaton Flynn, 
former sales manager, will be vice- 
president and actively in charge of 


the operation of the company’s 
affairs. 
The management will be aug- 


mented by an advisory board com- 
prised of several outstanding men 
prominent in the business and finan- 
cial affairs of New Orleans. 

Mr. Flynn announced that the 
company will continue its business at 
320 Camp St. for the present and 
will retain all of its contracts as rep- 
resentative of the country’s leading 
manufacturers of electrical equip- 
ment. The personnel of the company 
will remain unchanged. 

v 


New Home for Detroit 
Westinghouse 

The Westinghouse Electric Sup- 
ply Co., Detroit, Mich., is now lo- 
cated in its new quarters at 547 
Harper Ave. One of the features 
of this new location is a customers’ 
parking lot. 


Harten-Knodel Has Display Floor 
The Harten-Knodel Distributing 
Co., now located at 8th and Syca- 
more Sts., Cincinnati, O., has de- 
voted its entire first floor to a well 
arranged and attractive display room. 
This company, in addition to its 
Zenith line, is handling Hammond 
clocks, Williams “Ice-O-Matic” re- 
frogerators, Meadows washers and 
ironers, and outboard motors. 


v 


Van-Ashe Expands 

The Van-Ashe Radio Co., St. 
Louis, distributor of Mohawk radio, 
took on Wagner fans last summer 
and the success with which the com- 
pany met on this line has, according 
to George W. Van Sickle, sales man- 
ager, justified their expanding their 
lines further. Mohawk refrigerators 
have now been added and the com- 
pany is considering electric heaters 
for the winter months. 


v 
Delinquent Accounts 
The accompanying tabulations 


show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for November, 1930 and 1931. Com- 
parative 11 month figures are also 
shown. 


James Gordon to Move to 
Larger Quarters 

James C. Gordon Co., Inc., St. 
Louis, has launched quite definitely 
into the specialty business. Among 
the new lines taken on are: Apex 
refrigerators, washing machines and 
vacuum cleaners; Century fans, and 
Hammond clocks. Mr. Gordon is 
quite enthusiastic about these lines ; 
in fact, is now arranging to move 
into larger quarters in order to se- 
cure more effective display space. 
The location has not as yet been an- 


nounced. 
Vv 


Cushman in Excellent Quarters 

The Cushman Refrigeration Co., 
Cleveland, has one of the best refrig- 
eration display rooms in the middle 
west in its main store at 2600 Euclid 
Ave. The company functions both 
as a distributor and dealer of thé 
General Electric refrigerator in the 
metropolitan area of Cleveland, and 
maintains, as well, two stores of its 
own in outlying sections. While these 
latter stores also display and sell 
General Electric appliances they are 
handled on a dealer basis only. 

7 


Southern Ohio Moves 
The Southern Ohio Radio Corp., 
formerly located at 139 W. 4th St., 
Cincinnati, has moved to 121 E. 4th 
St., Cincinnati. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
NOVEMBER 30, 1931 


‘NUMBER OF ACCOUNTS REPORTED 











% % 
Increase Increase 
November or 11 Months or 
Division 1930 1931 Decrease 1930 1931 Decrease 
New. Wotde: 2. Sa can 197 202 + 2.5% 3074 2611 —15. % 
Middle & Southern Atlantic 
OURERE: 2 SG) oss os arte 126 99 —21.4% 1699 1265 —25.5% 
New Enplatid: <.......<. 4.0. 97 102 + 5.1% 1268 1022 —19.4% 
Gc | eae a RE A 448 474 + 5.8% 7648 6077 —20.5% 
i ey i + eer ec’ y 868 877 —1.% 13689 10975 —19.8% 
TOTAL AMOUNTS REPORTED 
% % 
Increase Increase 
November or 11 Months or 
Division 1930 1931 Decrease 1930 1931 Decrease 
New York 5.6... .<.% $25,762 $16,453 —36.1% $ 474,391 $ 328,282 —30.8% 
Middle and Southern 
Atlantic States ... 15,587 9.713 —37.7% 259,522 156,346 —39.8% 
New England ...... 8,724 7,324 —16. % 162,070 86,949 —46.3% 
Cental Sc cts ates 46,389 39,675 —14.5% 966,150 543,630 —43.7% 
ROVAG.“6oe0uks $96,462 $73,165 —24.2% $1,862,133 $1,115,207 —40.1% 
AVERAGE AMOUNTS 
November 11 Months 
1930 1931 1930 1931 
WE TMIE cic. ets Shan SEARS aS ae $131 $ 81 $1,616 $1,451 
Middle and Southern Atlantic States........ 123 98 1,684 1,351 
INOW SEBRING 6 sos vswle det feeb ana ee eee 2 90 72 1,355 909 
WOM af css an Sb GREP M Galen aS Oe 104 84 1,348 980 
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Ross D. Cummings Dies 
Ross D. Cummings, who for five 
years was western manager of THE 
JopBer’s SALESMAN, died suddenly 
on December 9 at his home in Chi- 
cago. Mr. Cummings had been in 
poor health for the past year and 


Ross D. Cummings 


in November became seriously ill in 
Sheboygan, Wis. while on a busi- 
ness trip. He was brought to Chi- 
cago and confined to his home by 
physicians who anticipated an early 
recovery. 

“Ross D.” was widely known 
among the electrical fraternity and 
his passing comes as a severe shock 
to his many friends. 

At the time of his death he was 
assistant sales manager of the Clem- 
ents Manufacturing Co., Chicago. 
Prior to his association with this 
paper and with Clements, he had 
spent 15 years with the Graybar 
Electric Co. then the old Western 
Electric Co. 

Vv 


Maytag Distributors Consolidate 


Consolidation of the Maytag Paci- 
fic Co. and the Maytag Intermoun- 
tain Co., distributing Maytag prod- 
ucts in nine western states with the 
main office in Portland, Ore., was 
effected in November. T. A. Moler, 
formerly president of both companies 
with headquarters in Salt Lake City, 
is president and owner of the con- 
solidated company which will operate 
temporarily as the Maytag Pacific 
Co. at 22214 Sixth St., Portland. 

The new company, which will have 
branch offices in Salt Lake City, 
Denver and Butte, will distribute 





















Up, down, across, 
around sharp bends, 
through joints... 
wires glide through 
Fretz-Moon Conduit with the slip and speed of 
a child on a waxed slide. 








Every length of Fretz-Moon Conduit is as 
smooth as a glass tube. The enamel coating, 
while tough and flexible, provides a fast race- 
way. The weld is as clean inside as outside. 
There are no rough edges or burrs to impede 
the wire. Ends are reamed to provide free- 
running joints. 


- The enamel is a special formula. It is hard 
and smooth, yet possesses toughness and flex- 
iblity. That is why sharp bends in Fretz-Moon 
Conduit are easy to fish. 

All three brands of Fretz-Moon Conduit— 
ENAMELITE, black enameled; ELECTRO GAL- 
VITE, electro-galvanized; HOT DIPPED GAL- 
VITE, hot galvanized—have this super-running 
raceway that saves installation time and trouble. 


FRETZ-MOON TUBE CO., Inc. 


Butler, Penna. 


TRETZ-MOON 


RIC/D CONDUIT 
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DO YOU 


WANT a Dastributor or 
M anufactu rer’s A gent 


who can doa 


REAL Selling Job? 


Then get in touch with this 


organization a 


Highly successful organization with a proven sales 
record seeks strong additional products. Amply 
financed. Trained sales force; thoroughly equipped 
to sell through retail outlets, and moderately priced 
household devices on house-to-house basis through 
agents. If you have an article that has special selling 
appeal, get in touch with us at once. Western manu- 
facturers seeking representation in Eastern market 
especially invited to respond. Address Box N132, 


care of this magazine. 























ELECTRICAL DISTRIBUTION MAPS 


No. 1. Manufacturers’ Sales Districts, boundaries of the 25 
economic sales districts of the United States based on 
available electrical distribution. (34’x44”.) 

No. 2. Wholesale Trading Areas, showing boundaries of 51 
majar electrical wholesale territories together with their 
minor sub-divisions. (34’’x44’.) 


No. 3. Locations of Existing Electrical Wholesalers. (22’’x34’’.) 
Single Maps $3.50 Set of 3 $10.00 





1931 EDITION 
VERIFIED LIST OF ELECTRICAL WHOLESALERS 


With supplementary lists of radio and hardware wholesalers. 


A limited number of copies are available at a reduced price 
of $5.00 each 





Order from 


ELECTRICAL WHOLESALING 
520 N. Michigan Ave., Chicago, Iil. 
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Maytag products in Idaho, Oregon, 
Washington, Montana, New Mexico, 
Wyoming, Nevada, Colorado and 
Utah through 150 exclusive Maytag 
shops there being nov, about 100 of 
these in operation in this territory. 
Coincidentally with the consolidation 
of these two distributing companies 
and the announcement of the expan- 
sion program, the Maytag Co. has 
brought onto the market, a new 
model washer with a porcelain tub. 


Vv 
Milhender Offers Sales Plan 
to Contractors 
Contractor customers of the Mil- 
hender Electric Supply Co., Boston, 
recently received a letter from John 
E. Livor, sales manager, offering to 
send them information which would 
increase their business and _ profits. 
Those contractors who sent in the 
return postcards requesting this in- 
formation received a three page letter 
from Mr. Livor outlining how they 
could go about doing a selling job 
on the modernization of their former 
wiring installations. 


Vv 
Nelson Electric Branch Adds 
Space 
The Nelson Electric Supply Co. 
branch at 3601 Main St., Dallas, 
Tex., has added more space to its 
present quarters. 








Heads Up Old-Timers: Remember 
Walter Kleinschmidt? Sure you do—he 
was with Wesco, St. Louis, in his boy- 
hood days, going later to the Memphis 
house. After traveling Arkansas out of 
Memphis for several years he was made 
manager of the General Electric Supply 
Corp. branch at Little Rock, Ark., and 





is doing a fine job there today. 
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They Have Pulled Together for Years: 
These two boys always go the second 
mile in helping the electrical industry in 
Minneapolis, Minn. Ed Harris, left. is 
secretary-manager of the Electric 
League of that city. His companion is 
Oscar Frykman, chief electrical in- 
spector for many years. Oscar gets sol- 
idly behind all progressive code legisla- 
tion and Ed concentrates on carrying 
the electrical message to the public. 





Strevell Paterson Takes Over 

Motor Mercantile Company 

The Motor Mercantile Co., since 
1917 wholesaler distributor of auto- 
motive parts and accessories, has 
been taken over by the Strevell Pat- 
erson Hardware Co. of Salt Lake 
City and will be operated as the 
Motor Mercantile Co. Division of 
the Strevell Paterson Hardware Co. 
Practically the entire organization of 
the Mercantile Co., including 10 
salesmen and a large office and ware- 
house force, will be retained. 

Vv 
Nichols Takes on General Motors 
Radio 

The Nichols Electric Co., Dayton, 
O., has been appointed distributor of 
the General Motors line of radio sets 
in that territory. 


¥v 
Del-Home Employs Large 
Sales Staff 
The Del-Home Light Co., St. 
Louis distributor of Frigidaire, em- 
ploys as many as 100 salesmen dur- 
ing the peak of the season. Most of 
these men are, of course, selling di- 
rect to consumers. 
Vv 
Heat and Power Specializing 
The Heat and Power Engineering 
Co., Toledo, is specializing in the 
appliance market. The company is 
Toledo distributor for the following 
lines: Williams ‘“Ice-O-Matic” and 
“Ojil-O- Matic”; Cincinnati - Victor 
appliances; Zenith radio, and Burke 
golf. 





MURRAY 
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Combination Meter and Range Switch 
For Use With New Meter Sequence 


(Meter Connection Test Block Before Meter) 





“ON” position showing distriba- “OPEN DOOR” position—main 
tion and water heater fuse com- fuses and range fuses accessible. 
partment open Service disconnected. 


Folder describing this switch, catalog No. 278, sent 
on request. Although on the market but a short time, 
indications point to a large demand, because of vol- 


ume sales of electric ranges. 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN +: NEW YORK 
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sales increase. 


ST. LouISsS 


Kansas City, 
Mo. 








Albuquerque, Los Angeles, 

N. M. Calif. 
Atlanta, Ga. Memphis, Tenn. 
Baltimore, Md. yinneapolis, 
Boston, Mass. Minn. 
Buffalo, N. Y. : 
—— 
Cincinnati, O. N ¢ y. k 
Cleveland,O. “‘*” *°F 4 
Dallas, Tex. Omaha, Neb. 
Denver, Colo. Philadelphia, 
Detroit, Mich, P 


a. 
Pittsburgh, Pa. 
St. Louis, Mo. 


OU will find the 

Man is a “Consult- 
ant in Selling’’ and very 
helpful at all times, not 
only to aid you in an 
actual sale, but also to 
define the successful € 
method of panelboard 
presentation. The order 
for @® panelboards 
brings in, as a rule, the 
order for the staple 
goods. Concentrate on 
them and watch your 


Send for the @ catalog. 


Prank Adam 


ELECTRIC COMPANY 


San Francisco, 
Calif. 
Seattle, Wash. 
Tulsa, Okla. 
Toronto, Can. 
Vancouver, 
Can. 
Winnipeg, 
Man., Can. 
Calgary, 
Alberta 


Hamilton, Ont. 
Montreal, Can. 











Anticipation: Nat 


Gertler, president 
of the Gertler Electric Co., New York, 
is standing by ready to laugh when the 
funny part comes in the joke told by 
Joe Davis, advertising representative of 
ELECTRICAL WHOLESALING. 


General Electric Supply Acquires 
G-O Electric 

On January 1, the G-Q Electric 

Co. of Milwaukee, together with its 

| Appleton, Wis., branch, was taken 
over by the General Electric Supply 
_ Corp. 

These houses will be operated as a 
new district of the General Electric 
Supply Corp. with the following per- 
sonnel: F. W. Greusel, district man- 

_ ager appliance sales; P. R. Boole, dis- 
trict manager supply sales; S. C. 
Greusel, district manager operating 
department, and H. M. Northrup, 

| service manager. 
Vv 


Bomar Summers Adds New Lines 
The Bomar Summers Hardware 
Co., Louisville, has taken on Cope- 
'land refrigerators, Philco radio and 
| Maytag washers. 


v 


Radio Distributing Closes 
Toledo House 
The Radio Distributing Co., De- 
troit, has, according to D. W. Burke 
of the company, closed its Toledo 
house. This company is considering 
taking on refrigeration and ranges. 
v 


Baitinger Puts Out New 

| Catalogs 

A new general supply catalog No. 
, covering industrial equipment 
and also a new appliance catalog No. 
| 36, describing home electrical items, 
| have been issued by the Baitinger 
| Electric Co., New York. 


| ~ 
| 35 





Electric Sales Report Good 
1931 Business 
Report comes from the Electric 
Sales Co., Corpus Christi, Tex., that 
the company’s sales for 1931 were 
20% larger than for 1930. 


v 
Lighting Equipment at New 
Address 
Effective December 25, 1931, the 
address of the Lighting Equipment 
& Supply Co., Philadelphia, is 27 N. 
Seventh St. 


Vv e 
Aeolian to Handle Refrigerators 


The Aeolian Co. of Missouri, St. 
Louis, RCA Victor distributor, are 
planning on taking on a good line of 
refrigerators before spring. 


v 
Hub Electrical Moves Branch 
The Hub Electrical Supply Co., 
311 West 40th St., New York, moved 
its 148th St. branch to larger quar- 
ters at 303 E. 149th St. 
Vv 
West Coast Specialties Appoints 
Clayberger 
The appointment of L. M. Clay- 
berger as manager of sales and ad- 
vertising of the West Coast Spe- 
cialties, Ltd., 4059 Goodwin Ave., 
Los Angeles, has been announced by 
Stanley Connell, president. Mr. 
Clayberger, for the past five years, 
was director of displays for the 


Southern California Edison Co., 
Ltd. 





Out on the Road: This young man was 
attending to buying and other duties in 
the office of the Treadway Electric Co., 
Little Rock, Ark., when one fine day 
they shot him out on the road. Without 
the benefit of previous sales experience, 
he tightened his belt, studied the situa- 
tion and made good. E. F. Dixon is his 
name, but the gang calls him “Eddie.” 
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Radio Wholesalers 


Louis Buehn, Pres. 


Philadelphia Chicago 


James Aitken, Vice-Pres. 


David Goldman, Vice-Pres. 
New York 


The information on this and the following pages has been prepared by 5 
H. G. Erstrom, Executive Vice-President, by Authorization of the Board 
of Directors of the Radio Wholesalers Association on June 5, 1929. 


R. W. A. Convention and 
Chicago Trade Show 


The Radio Wholesalers Associa- 
tion and the National Federation of 
Radio Associations announce their 
annual convention concurrent with 
and a part of the Chicago Radio- 
Electrical Trade and Public Show 
to be held in Chicago the week of 
January 18 to 24, 1932. 


The two Associations likewise an- 
nounce their official endorsement of 
the Show and the incorporation of 
this activity as a major part of their 
merchandising program. 

The Advisory Committee, which 
has had this matter under considera- 
tion for some months, reported its 
recommendation to affiliate with the 
Chicago Radio-Electrical Trade and 
Public Show because of its belief 
and that of the respective boards of 
directors, that the radio distributor 
and retailer must broaden the scope 
of their activities in order to be suc- 
cessful. 

This broadening includes the han- 
dling of additional products repre- 
sented by allied lines such as refrig- 
erators, washing machines and elec- 
trical appliances of all kinds. 

The amount of space under con- 
tract by both radio and electrical 
manufacturers already assures a 
thoroughly representative industry 
show. The show will be held at 
the Coliseum and the convention 
meetings at the Congress Hotel. 

Railroads will issue certificates 
granting a half-rate return fare to 
those attending the convention. These 
certificates must be requested when 
purchasing tickets to Chicago. 


Robert Himmel, Treas. 


Howard Shartle, Sec. 
Toledo Cleveland 









RAoIO 


Harry Alter 
Chairman of Board 
Chicago 


Chicago Radio Week Huge 
Success 


The Radio Wholesalers Associa- 
tion, through its membership in Chi- 
cago, put into actual effect the plans 
which have been recommended to 
every local association for the ob- 
servance of National Radio Week. 
The national organization developed 
the eytire week to test its favorability 
foYnational promotion in connection 
with future activities of the associa- 
tion. The local association, the Mid- 
west Radio Trade Association, 
through its dealer membership coop- 
erated with the movement. 








Crowned Chicago Radio Queen: 


Miss Ruth Wenter receiving the con- 
gratulations of H. G. Erstrom, executive 
vice-president of the National Federa- 
tion of Radio Associations and the Ra- 
dio Wholesalers Association, and Rob- 
ert Himmel, president, Hudson-Ross, 
Inc., Chicago and also chairman of the 
Radio Week Committee. 
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Association, Inc. 


David Trilling, Vice-Pres. 


Fred Wiebe, Vice-Pres. 


Philadelphia St. Louis 
HOLESALERS 
SSOCIATION H. G. Erstrom H. E. Richardson, Vice-Pres. 
A Executive Vice-Pres. Chicago 


Chicago 


A. A. Schneiderhahn, Vice-Pres. 


Des Moines 








A 


Radio advertising was discouraged 
in the Chicago metropolitan news- 
papers during the week of November 
23-30 and concentrated during the 
week of November 30 - December 6. 
Approximately 12,000 column inches 
of promotional copy, news stories 
and paid advertising were featured 
in the five large newspapers during 
the Radio Week observance. 

Fourteen broadcasting stations co- 
operated with the movement. 

The cooperation of 24 of the lead- 
ing dance bands in the City of Chi- 
cago was secured in making mention 
of Chicago Radio Week in their pro- 
grams and entertainment features. 

A large number of theatres in the 
city cooperated by giving publicity 
to Radio Week on their stages and 
screens. A large number of the lead- 
ing retailers in the city donated their 
traded-in sets to the central organiza- 
tion. These sets were re-conditioned 
free of charge by Lane Technical 
High School students and were then 
distributed to various charitable in- 
stitutions and homes. 

In the Radio Audition Contest, 
Miss Ruth Wenter, a Northwestern 
University co-ed, was selected as Ra- 
dio Queen of Chicago. Miss Vir- 
ginia Clark, the “Personality Girl” 
of WJJD, led the field of profession- 
al entries, while Miss Selma Shapiro 
was the runner up in amateurs. 

Under a direct supervision, this 
same plan can be inaugurated and 
successfully promoted in every city 
in the United States with a resultant 
benefit to the entire trade. The cost 
per wholesaler was less than $20, 
exclusive of the money spent for ad- 
vertising their own individual lines. 
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A meeting of utmost importance to radio 

















Radio Wholesalers— 


“What are the radio wholesalers doing on allied lines?” 
“What action is to be taken by the Association on that 
subject?” 


* * * 


“What action should | take in order to maintain my 
business as a successful institution?” 


* *% % 
“What allied lines are available to me?” 
*% * * 


T HESE are the questions uppermost in your mind at the present time, and these 

are the questions which will be answered for you at the Sixth Annual Convention 
of the National Federation of Radio Associations and the Radio Wholesalers Associa- 
tion to be held concurrently with the Chicago Radio and Electric Show the week of 
January 18th at Chicago. 

Both the Advisory Committee and the Allied Lines Committee have recognized, 
for months, that radio distributors and retailers must broaden the scope of their activi- 
ties in order to be successful This broadening includes the handling of additional 
products represented by allied lines such as: refrigerators; washing machines; electric 
ranges; vacuum cleaners, in fact electrical appliances of all kinds. 

The time has come for the radio wholesalers to recognize the facts and findings 
of their committees. And, the time has come too, for them to definitely identify them- 
selves with this movement. 

The day of the single commodity radio wholesaler is past. Come to the Con- 
vention and tie in your activities with this new era in merchandising. Meetings of 
a “down to facts” nature and ot vital importance to distributors and retailers are to be 
held at the Congress Hotel on January 19th and 20th. 

All members of the distributing fraternity, retailers and wholesalers alike, irre- 
spective of their membership in the R.W.A. or any Association, are urged to attend 
this Convention. 

You are assured it will not be a Convention of “verbiage” or “papers” but rather 
one of definite action on a profitable industry movement. 


Fare and one-half plan in effect for both conventions §—as! 


RADIO WHOLESALERS] - 


H. G. ERSTROM, Executive Vice-President, § 32 ' 


meen 


to be held during the Chicago radio and] ¢ 
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tions | —ask for certificate when buying railroad tickets. 
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wholesalers and appliance manufacturers 











Radio and 


Appliance Manufacturers— 


“What products have you to offer the radio wholesalers?” 
“What is your policy behind your products?” 


“What are your advertising and sales promotional plans 


for 19322” 


T 


HESE are the questions we want answered at the Sixth Annual Con- 
vention of the National Federation of Radio Associations and the Radio 
Wholesalers Association to be held concurrently with the Chicago Radio 
and Electrical Show the week of January 18th at Chicago. 


The radio wholesalers lay claim to the biggest merchandising success of 
the age—the radio. 
highly trained sales forces. We are a group who have clearly demonstrated 
our ability to do a real sales job to retailers. And, finally, we are a group 
who can serve manufacturers more economically than the costly handling 
and servicing of small accounts sold direct by manufacturers. 


You are invited to meet us at our convention and tell us of your prod- 
ucts, policies and plans. We are definitely in the market for all allied lines 
at the present time. 
whom we can serve and who can serve us on a cooperative basis—will re- 
ceive our most serious consideration. 


Display your lines at the show. Meet us at our convention. It will 
prove mutually profitable. 


* * * 


* * * 


We are a group of strongly financed companies with 


Your products—-or those of any other manufacturer 














electrical show January 18th to 24th 











| 
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Association 


Activities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives. 








E.E.W.A. Outlines Its Scope 

At the N.E.W.A. Convention, 
held recently at Cincinnati, consider- 
able time was devoted to informal 
discussions of the ways and means of 
establishing permanent local whole- 
salers’ associations in all congested 
areas and zones. These discussions 
disclosed evidence of a general mis- 
understanding of the objects and in- 
tentions of the few groups now in 
existence. To clarify the situation in- 
sofar as the Eastern Electrical 
Wholesalers Association is con- 
cerned, a brief explanation might be 
in order. 

For some time past, the national 
Association, ably supported by such 
plans as THE Jopper’s SALESMAN’S 
market development program, have 
been emphasizing and preaching the 
need for constructive cooperation. 
These activities, national in character, 
encountered numerous obstacles be- 
cause of the absence of local agencies 
capable of promoting or applying the 
principles involved to conditions 
peculiar to localities. 

Two years ago seven independent 
wholesalers, located in New York 
City, discussed the possibilities of 
forming a permanent local trade as- 
sociation. The failure of all similar 
endeavors in the past, personal ani- 
mosities, prejudices and false impres- 
sions were just a few of the obstacles 
that had to be overcome. After 
24 months of the hardest kind of 
work, an overwhelming majority of 
eligible wholesalers have developed 
the type of agency capable of dupli- 
cating national programs in a man- 
ner best fitted to their territory. 

The membership today is larger 
and stronger than at any time in the 
association’s existence, being made up 
of 76 recognized wholesalers located 
within the five boroughs of greater 
New York, Westchester County and 
the entire state of New Jersey. An 


- 


administrative organization, exclu- 
sively devoted to its welfare, has 
been established in headquarters that 


include meeting and _ conference 
rooms, private offices, etc. 
The E.E.W.A. religiously con- 


fines itself to a legally chartered area 
of activities and has no desires or 
inclinations towards further expan- 
sion. It is founded upon the prin- 
ciple that local groups are just as 
essential to the stabilization of in- 
dustry as are local law enactment 
bodies to the national government. 
JuLtian A. Hawks, 
Managing Director. 
v 


Mohawk Valley Club Reports 
Progress 

The Central Station Committee of 
the Mohawk Valley Club reports 
favorable progress in its negotiations 
with the Niagara-Hudson Power 
Corp. and the Associated Gas & Elec- 
tric Corp. on the subject of meter 
service switches. It is expected that 
within a short time all meter service 
switches handled by wholesalers who 
are members of this group will be 
approved by both power companies. 


v 


Puget Sound Group Elects 
Officers 


Organization of the Puget Sound 
Electrical Wholesalers Association 
was completed at a meeting in the 
Washington Hotel, Seattle, on De- 
cember 1, when the constitution and 
by-laws were adopted, an executive 
committee named and a secretary- 
treasurer elected. The organization 
aspires to a membership of between 
70 and 90 men of the electrical in- 
dustry, principally wholesalers and 
manufacturers’ representatives. Meet- 
ings will be held every three months, 
the next scheduled meeting to be held 
early in January. 


Harry Byrne, Sr., of the North 
Coast Electric Co., Seattle, who 
was active in the formation of the 
association, is chairman of the ex- 
ecutive committee, which also in- 
cludes: Frank Muehlenbruch, Love 
Electric Co., Tacoma; L. M. Wolf, 
Anaconda Copper Co., Seattle ; Wil- 
liam Walsh, Majestic Distributing 
Co., Seattle, and D. U. Chamberlain, 
Globe Electric Co., Seattle. Ray Rob- 
inson, Robinson Sales Co., Seattle, 
was named secretary-treasurer. 


v 


N.E.W.A. to Hold Silver Jubilee 

The 25th Anniversary of the estab- 
lishment of National Electrical 
Wholesalers Association will be cel- 
ebrated in connection with the As- 
sociation’s Convention at the Home- 
stead, Hot Springs, Va., in May, 
1933. This event will be the occasion 
for a reunion of men formerly closely 
identified with the activities of the 
Association including both whole- 
salers and manufacturers. 


v 


Paul S. Clapp Resigns from 
N.E.L.A. 


Paul S. Clapp has resigned as 
managing director of the National 
Electric Light Association to accept 
election as vice-president of the Co- 
lumbia Gas and Electric Corp. 

Mr. Clapp became managing di- 
rector of the N.E.L.A. on October 
15, 1926, succeeding M. H. Ayles- 
worth. During this five year period 
he has promoted the program for the 
commercial development of the com- 
panies comprising the association, 
particularly in the fields of electric re- 
frigeration and rural electrification. 
This activity is reflected in the large 
increases in domestic consumption 
of electricity, and the extension of 
electrical service during the period to 
more than 500,000 new farms. 
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Electrical Association of Phila- 
delphia Opens New Quarters 
The new Headquarters and Light- 

ing Exhibit of The Electrical Asso- 

ciation of Philadelphia, on which con- 
struction started last March, are now 
complete. The formal opening was 

held on Thursday, December 10, 

1931. Throughout the day the fifth 

and sixth floors of the Architects 

Building were thronged with visitors 

who inspected for the first time the 

new home of the Association and the 

Lighting Exhibit. 

The dinner commemorating the 
event, held at the Bellevue-Stratford 
Hotel, proved to be an outstanding 
success, and was attended by 1,000 
representatives and leaders in the 
electrical industry. 

Every nook and corner of the ho- 
tel ballroom was utilized, and in ad- 
dition, there were a number of tables 
in the balcony. The entire room and 
stage were decorated with a floral 
display and electrical effects. 

John E. Zimmermann, president of 
the United Gas Improvement Co., 
and Dr. Julius Klein, assistant 
secretary, United States Department 
of Commerce, were the speakers of 
the evening and were introduced by 
Horace P. Liversidge, president of 
the Electrical Association, who acted 
as toastmaster. 

The Lighting Exhibit itself is the 
result of a long recognized need for a 
place where the public could see actual 
demonstrations of efficiency and 
convenience of adequate wiring, and 
advancement. in equipment. The 
model home contains, for example, 
baseboard lights for night use, auto- 
matic window closers and heat regu- 
lators, cove lighting, etc. 

There is also a model retail store 
and industrial lighting section where 
the need for proper lighting is shown 
by speed vision discs, glare demon- 
strators, etc. 

On the private theatre stage is a 
colorapsody, providing ever-chang- 
ing combinations of blended colors 
through lights, screens and baffles. 

An all-electric kitchen serves mem- 
bers and guests of the Association. 

The two floors occupied by the As- 
sociation headquarters and the ex- 
hibit are almost without outside win- 
dows, the lighting being wholly arti- 
ficial. Five separate electric ventilat- 
ing systems are required to furnish 
fresh air and remove used air. 

J. C. Vanes, formerly with the 
General Electric Co., Pittsburgh, has 


been appointed to take charge of the 
exhibit. Much credit is due to George 
Conover, the progressive managing 
director of the Association for the 
completion of this outstanding ex- 
hibit. 

¥ 


A $2,000,000,000 Market 
Development Plan 

The principal topic of discussion 
at N.E.M.A.’s midwinter meeting at 
the Biltmore Hotel, New York City, 
January 12, will be the cooperative 
electric range campaign. The objec- 
tive of 1,000,000 electric ranges in 
three years will, it is expected, re- 
sult in the sale of allied electrical 
apparatus and supplies to the extent 
of $200,000,000. Hence, the range 
campaign, originally sponsored by 
N.E.M.A., now becomes a $200,000,- 
000 industry-wide market develop- 
ment plan. 

v 


Wholesalers Council Active in 
Pittsburgh 

A Wholesalers Council has been 
formed by the Pittsburgh Chamber 
of Commerce. It is composed of a 
group of wholesalers from practi- 
cally all lines of trade organized and 
operating within the Chamber for 
the advancement of the wholesale 
trade. It has 53 members with W. P. 
Benson of the Dilworth Co. as chair- 
man. 

The council is now. conducting a 
trade expansion campaign. The work 
consists of visits by a merchandising 
specialist to practically all the towns 
and cities in the Pittsburgh trade 
area. In these towns he conducts 
merchandising clinics, supervises the 
setting up of model stores and acts 
as a direct consultant to retail men 
who wish to improve both the ap- 
pearance of their store and their 
business methods. Group meetings 
of the various lines of trade as drug- 
gists, grocers and hardware dealers 
are held by this specialist and the best 
practices of modern merchandising 
are explained. 

While this work is designed to im- 
prove and stimulate business condi- 
tions in the Pittsburgh trading area 
and to be a direct courtesy service 
to the wholesalers’ customers, it also 
has another important purpose. This 
is to learn just what the retailers in 
the surrounding territory think about 
Pittsburgh wholesalers; their prices, 
their service, and their general meth- 


ods of doing business. Many criti- 
cisms are secured at these clinics 
which are referred to the wholesaler. 
They welcome these criticisms and 
invariably take steps to correct or 
improve the matter criticized. 

This campaign is being financed al- 
most entirely by regular monthly pay- 
ments or assessments on the whole- 
salers who are participating in the 


plan. + 
Group Buying Opposed by 


The following resolution has re- 
cently been passed by the Eastern 
Electrical Wholesalers Association of 
New York. Resolved : That the East- 
ern Electrical Wholesalers Associa- 
tion does hereby condemn as destruc- 
tive the practice of formal or in- 
formal groups of independent whole- 
salers who attempt to combine their 
purchases on selected commodities 
for the purpose of obtaining price 
concessions which their individual 
volumes would not ordinarily attract. 


v 


McGivern Director of Electric 
Association 

The Electric Association of Chi- 
cago announces the election of A. J. 
McGivern, Manhattan Electrical 
Supply Co., as director representing 
the wholesaler group. W. O. Batch- 
elder, district manager, General Elec- 
tric Co., was elected president of the 
Association. 








Z Me 2, 
Active in Mohawk Valley Club: D. A. 


Hughes, general manager of Langdon 
and Hughes Electric Co., Utica, N. Y., 
is chairman of the Manufacturers’ Re- 
lations Committee and a member of the 
Executive Committee. 
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Trends in 


l 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields. 








Coordinate Sales Efforts 


Our industry is no longer young. 
Many of the old conditions have 
changed. People will tell you that mar- 
kets are approaching the saturation 
point in some directions. While I am 
not one to have much patience with talk 
of saturation in an industry that is 
making the strides that ours is, I am 
willing to admit that the degree of non- 
saturation, let us say, in the electrical 
markets has changed materially in the 
past few years. 

This change means that what was left 
of order-taking has entirely given way 
to highly intelligent sales programs. 
More and more have brains been poured 
into that side of our industry and this 
very fact, to me, carries with it the 
obligation to keep the whole sales effort 
of the industry in synchronism if it is 
to get us all the proper return in the 
future—Joun H. TrumButL in NEMA 
Survey for November. 

v 


Refrigeration in 1932 


Present indications are that the 1931 
goal of a million refrigerators, repre- 
senting $250 millions in sales—origi- 
nally set with small hope of actual 
accomplishment—will be reached before 
the vear ends. The operating organiza- 
tion, comprising 12 regional directors, 
48 state and several Canadian headquar- 
ters, 8,500 local bureaus, is functioning 
smoothly, ready to carry on. 

The 1932 campaign plan just ap- 
proved again sets a 12-month goal of a 
million units, provides for the expendi- 
ture of $3 millions on magazine and 
newspaper advertising. In addition, 
manufacturers, utilities, and other inter- 
ests will spend $12 millions to $15 mil- 
lions more on their own account. 

A special contest to stimulate off- 
season sales has been arranged for the 
period from November 1 to April 30.— 
The Business Week for November 11. 


Vv 
Present Margins on Ranges 
Inadequate 
The present margins on electric 


ranges are so small that the dealer can- 
not afford to spend enough money to 
promote them properly. The sales ex- 
pense is very large and the margin of 
profit is very small. Dealers cannot 
afford the huge promotional funds spent 
by the power companies. The dealer’s 
entire profit in a range transaction must 
come from the range itself. To market 


electric ranges successfully he needs a 
larger margin than the power company 
works on. 

All other things being equal, we be- 
lieve the dealers can do just as good a 
job as the power company organiza- 
tions. The dealers are usually closer to 
the public. This is especially so under 
our local conditions, because we have 
the electrical, hardware, furniture and 
department store groups cooperating. 
When such a combination of merchants 
is properly convinced of the merits of 
electric ranges, it should be possible for 
them to excel any previous records 
established by power companies because 
of the close relations between them and 
the customers whom they regularly 
carry on their books; and also because 
of the enormous store traffic of poten- 
tial buyers, which they enjoy.—F. J. 
ConneELLy in Domestic Engineering for 
September 19. 

v 


Eureka Abandons Direct Selling 


Announcement by Eureka Vacuum 
Cleaner Co. that it will discontinue 
direct retail selling completes a signifi- 
cant cycle of policy changes. 

Originally the company’s products 
were sold through dealers. Failure to 
obtain desired sales volume by that 
method prompted abandonment of the 
plan in favor of mass retailing. 

District branch, sub-branch offices or 
retail stores were established in impor- 
tant trading centers as headquarters for 
a corps of 3,000 salesmen selling direct 
to the home by high-pressure methods. 

Maintenance of this nationwide retail 
chain, for but one line of products, 
profitable when mass selling produced 
a continuous flow of sales, was found 
less desirable during a sustained period 
of restricted buying. Sales at peak of 
$1234 millions in 1927 began to drop 
in 1928, fell to less than $7 millions in 
1930. 

Anticipating return to the former 
method of dealer selling, 75% of the 
retail selling branches already have 
been closed. Department stores and 
utilities will handle Eureka cleaners, in 
some sections support house-to-house 
selling by manufacturer’s salesman. 

Aside from substantial savings in 
rental, the company will be relieved of 
warehousing, deliveries, installment ac- 
counts, credit losses. It expects to im- 
prove operating profits even if dollar 
sales volume should decline under the 
present plan—The Business Week for 
December 16. 


Retail Jewelers Urged to Sell 


Electric Clocks 


Who are the most logical distribu- 
tors of electric clocks in all this world? 
The retail jewelers! Why is this so? 
Because you jewelers have been selling 
time mechanisms since they first came 
into being. Because your customers 
never think of buying any kind of time- 
piece without thinking subconsciously 
of you. You and clocks are spliced to- 
gether like ham and eggs. 

The electrical phase of the situation, 
about which you would be expected to 
know least, does not disturb the _rela- 
tionship at all—and this is a fact which 
you will do well to recognize immedi- 
ately. Leading manufacturing com- 
panies in the electrical industry are 
taking care of the electrical side for 
you. Once the proper company, with 
the proper background, has been chosen, 
no jeweler need worry about cycles and 
wattage and such technicalities. 

Electric clocks are here to stay, and 
millions in electric clock profits will be 
made in the next few years. If these 
profits do not accrue to the jewelry 
trade, they will inevitably go to some- 
one else. The wiser manufacturers, 
with better electric clocks, want you 
jewelers to share in their success, but 
they, like time and tide, cannot wait for 
any man or group of retailers—Max1- 
MILIAN WEIL in The Jeweler’s Circu- 
lar for November. 

Vv 


Business Birth Control 


Aware of this localizing aspect of 
the matter, the business men of Long 
Beach have created their “Business 
Birth Control” plan with 3 purposes: 

1. To determine where dealers of 
different types should be located. 

2. To determine trade possibilities of 
various neighborhoods. 

3. To help merchants 
competitors. 

The plan is based on the assumption 
that retail trade is unbalanced in differ- 
ent parts of Long Beach. Because trade 
may be intense downtown, the assump- 
tion is that it is likely to be moderate 
uptown. The object of the plan is to 
equalize the retail units among the sec- 
tions of the city. 

In time, bankers and merchants who 
have used this “Business Birth Con- 
trol” plan, believe it will readjust the 
retail outlets to fit the buying power of 
the community—Dry Goods Economist 
for November. 


study their 
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Radio Sales by Type of Dealer 


Exclusive radio dealers did slightly 
more than one-third of the radio busi- 
ness of the country in 1929, followed in 
importance by music, furniture, auto- 
motive and department stores, with 
other types of outlets each accounting 
for less than 6 per cent of the business. 
Following is the percentage of total 
sales made by each type of dealer in 
1929, based on the Quarterly Dealers’ 
Survey, conducted by the Electrical 
Equipment Division of the Department 
of Commerce: Exclusive radio, 35; mu- 
sic, 11; furniture, 10; automotive, 8; de- 
partment, 8; power companies, 6; elec- 
tric merchandise, 5; hardware, 5; con- 
tractors, 3; drug, 1; general merchan- 
dise. 1; jewelry, 1—Domestic Com- 
merce for December 10. 


v 


Hardware Wholesalers Face 
Small Order Problem 


There are only a half dozen hardware 
wholesalers in the Gulf Southwest who 
know what it costs to handle an average 
order and there are only one or two 
who have made such scientific studies 
of handling and packaging that they 
figure costs by individual items and 
minimum packages. It will be of inter- 
est to know that from our present 
studies it has been found that it costs 
$3.57 to handle the average wholesale 
order in the Gulf Southwest. Working 
on a 20% margin at this cost of 
handling an order, the average whole- 
saler loses money on any transaction 
less than $17.85. How many of your 
orders are for less than $17.85—and 
how often will you big city wholesalers 
give “hot shot” delivery of orders of 
$2, $1 and 50 cents. 

For the average order it costs over 
50 cents for warehouse and delivery 
expense alone and over 50 cents more 
for office expense—omitting all consid- 
eration of sales salaries, rent. taxes, 
and general overhead—Epwarp F. 
GerisH in Hardware Age for Novem- 
ber 5. 

v 


Inadequate Stocks Hinder 
Business Recovery 


The lack of buying power has not 
been the chief factor in the decline of 
retail sales for 1931. The principal de- 
terrent has been the inability to secure 
the goods desired. Retail merchandise 
stocks in general are depleted but, more 
than that, many stores have loaded their 
counters and shelves with obsolete mer- 
chandise from old stored stocks, which 
they are attempting to move at fairly 
good prices. The consumer finds it 
difficult to supply his needs in numerous 
lines of merchandise and frequently be- 
comes discouraged and gives up the 
buying of the article altogether. Thus is 
buying discouraged in certain lines and 
the money diverted to other lines where 
merchants, alert to the situation, are 
taking advantage of the greatest oppor- 
tunity in a generation to build up their 
clientele. 


No business will return to normal 
until it has readjusted itself to the con- 
ditions which have obtained for two 
years, and real and permanent improve- 
ment in the business structure will come 
only when and if every business group 
budgets its operations on present oper- 
ating cost and delivers goods and serv- 
ices to fit the present value of the 
dollar. — CENTRAL ReEpusBLic BANK, 
Cuicaco, Trade Digest for December. 


¥ 


Cost Accounting for Wholesalers 


Many wholesalers have become inter- 
ested in learning the amount of profit 
or loss from individual commodities, 
customers, etc. Allocation of wholesal- 
ers’ expenses to these items calls for 
such a mass of detailed information that 
the cost of obtaining it by ordinary ac- 
counting methods is prohibitive. The 
following information is needed: 

I. Information about individual 
commodities 
a. Average inventory value 
b. Number of sales 
c. Gross profit 
d. Sales volume 
II. Information about individual 
customers and salesmen 
a. Value of purchases or 
sales by commodity de- 
partments 
b. Number of purchases or 
sales by commodity de- 
partments 
c. Gross profit per custom- 
er and salesman 
The characteristics of the punched card 
method are such that these data can be 
obtained practically as a by-product of 
the routine accounting work, from the 
same cards used to record routine data. 
Once facts have been recorded on the 
punched cards, these facts can be me- 
chanically classified and integrated in 
an almost illimitable number of ways, at 
a comparatively low expense. 

By the use of tabulating equipment, 
the data necessary for allocating costs 
can be obtained from the cards used for 
billing, inventory control, and sales 
analysis in the well-known Davidson 
system of unit control. The process in- 
volves only some mechanical sorting 
and tabulation of these cards. For a 
typical wholesale grocer with an annual 
sales volume of $2,500,000 already us- 
ing tabulating equipment for billing, etc., 
it is tstimated that the cost analysis 
would require an expenditure of ap- 
proximately $825. For such a whole- 
saler the entire cost of billing, inventory 
control, sales analysis and cost analysis 
was determined to be approximately 
$7,000 annually. By comparing his cost 
of billing with this figure, the whole- 
saler not using tabulating equipment can 
determine the cost of inventory control, 
sales analysis, and cost analysis by the 
punched card method. Whether or not 
he would consider the additional ex- 
pense worth while would depend on the 
worth to him of the additional infor- 
mation. — CHartes H. Sevin in Uni- 
versity of Chicago News Bulletin for 
December 10. 


Business Insurance 


_The purpose of Business Insurance 
differs in various cases. In one case it 
is sold to compensate a firm for the 
loss of a valuable life, in another it is 
sold for the purpose of retiring a 
decedent’s interest and allowing the 
survivor to continue. It also serves the 
business world for the purpose of pro- 
viding an available emergency fund 
which may be used during the lifetime 
of the individuals. It is a well-known 
fact that Business Insurance stabilizes 
credit. It may also be used to retire 
an outstanding indebtedness of the com- 
pany and it is used for the purpose of 
retiring the individual members of the 
firm at an advanced age.—L. G. Simon 
in Life Association News for October. 


Vv 
If There Were No Wholesalers 


If the wholesaler is eliminated, the 
things which he is now doing will still 
have to be done. My goods will still 
have to get from my plant to your store. 
They will still have to be warehoused, 
broken into retail quantities, sold, 
shipped and collected for. 

If I have to, I can do these things 
myself. After I make the goods, I can 
warehouse them at my factory or in 
the present jobbing centers. I can ar- 
range for additional capital to carry 
these goods until you have bought and 
paid for them. I can send my own 
salesmen to call on you and get your 
orders. I can set up my own credit de- 
partment to handle collections. 

I can do these things, but when I do, 
I am more than a manufacturer; I am 
also a jobber. I will have to make a 
wholesaler’s investment and carry a 
wholesaler’s expenses. 

Take the matter of warehouses alone. 
In addition to our five plants, I would 
have to maintain stocks at all jobbing 
centers. 

. About a dozen warehouses in one ter- 
ritory with shippers and helpers at each 
one. The traffic department would have 
to be increased. So would the sales de- 
partment. It would have to be built up 
to a force large enough to contact the 
thousands of individual retail customers. 

And the matter of credit and collec- 
tions—there certainly would have to be 
a credit department to pass on those 
thousands of individual accounts. These 
accounts, too, would be for longer peri- 
ods than wholesalers require from me, 
so that in addition to the new capital 
put into warehouses, I would have to 
have a larger sum for working capital. 
These mean selling stock or borrowing 
money. In either case I would have to 
pay for it. 

If I make this additional investment 
and pay these new expenses, I will, of 
course, have to get a greater profit than 
I am now getting. And no matter what 
it is called, it will really be a whole- 
saling and not a manufacturing profit. 
Whether it is more or less than the 
present wholesaler’s profit will depend 
only on how good a wholesaler I turn 
out to be—M. T. BentzEn in Hard- 
ware Retailer for November. 
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Views of Our Readers 





Another Wholesaler Adopts the 
"Jobber's Salesman Plan" 
To the Editor: 

We have cut out part of our coun- 
try territory and have reduced trav- 
eling expense about one third without 
loss of volume. Also in the city we 
have discontinued calling on accounts 
that were unprofitable or from whom 
we did not feel that we could develop 
sufficient business. 

After using your charts we have 
developed some accounts that we 
were previously overlooking. And 
by adding floodlights and sun lamps 
we are getting some new business 
with these lines. 

By using your charts and sug- 
gested plans, and with the coopera- 
tion of some of the manufacturers 
(which we are beginning to get) we 
expect to get better results. 

Your plans are good and should 
have the support of all wholesalers. 

SipNnEy Lona, 
Electric Supply Co., 
Birmingham, Ala. 


v 


A Specialty Distributor Wel- 
uu ° e u 
comes "Electrical Wholesaling 
To the Editor: 

We like the timely and progressive 
spirit of your broadside and we can- 
not afford to miss the details of your 
program. 


We have done a specialty job of 
distribution for eleven years—giving 
all we had in true merchandising co- 
operation between factory and 
dealer. 

We have built a place in this pic- 
ture and our knowledge of Southern 
California dealers and conditions is 
invaluable to manufacturers and our- 
selves. 


Count us in... . put us on your 
subscription list and mail me the bill. 
Good work and good luck. 


L. E. TAUFENBACH, 
Western Radio, Inc., Los Angeles. 


Vv 


Harry Byrne Endorses “Associa- 
tion Activities" 
To the Editor: 

In reply to your letter of December 
7th regarding your announcement of 
a new department “Association Ac- 
tivities” I think this is an excellent 
idea, and I shall be glad to have sent 
to you from time to time items of 
interest regarding the progress of the 
newly formed Puget Sound Elec- 
trical Wholesalers Association of 
Seattle and Tacoma. 

While it is desirable from the 
standpoint of all those engaged in 
the industry and certainly from the 
standpoint of publishers of technical 
industry publications to avoid fac- 
tionalism and blocs and any cleavage 








Cooperative Refrigerator Exhibits: These were recently held in the showrooms 
of the Commonwealth Edison Co. and the Public Service Co. of Northern 
Illinois in Chicago, Waukegan, Kankakee, Joliet and Blue Island. Twelve makes 
of refrigerators were on display. The Majestic booth of the Harry Alter Co., 
Chicago, included a cut-away cabinet with a glass cover to demonstrate the action 
of the rotary compression. 


between local and national wholesale 
institutions, at the same time there 
are objects and problems of a local 
nature that must be dealt with and 
can best be dealt with locally, and in 
the solution of such problems the 
independent local wholesalers must 
have the cooperation of the national 
institutions and vice versa, 


By cooperating in the development 
of the group idea your publication 
will have increasing value for all 
those engaged in the industry both 
locally and nationally. 

Harry Byrne, 
North Coast Electric Co., Seattle. - 


v 


Too Many Trade Associations 
To the Editor: 

I have come to the conclusion that 
it’s high time that all the electrical 
appliance associations are merged 
into one unit to stop overlapping of 
activities in cities where there are 
now three, four, or more of these 
associations. 


If ELEcTRICAL WHOLESALING could 
succeed in amalgamating all these 
different electrical leagues, radio 
trade associations, electrical appliance 
associations, etc., into one unit they 
would be doing a real service to the 
trade. I am vitally interested in see- 
ing this done, not only in a local, but 
also in a national way. There is no 
reason why there should be three or 
four different national associations 
all trying to serve the same purpose. 

There is no doubt that the radio 
wholesaler is becoming an electrical 
appliance wholesaler and no reason 
why he should not be received with 
open arms by the electric leagues. 

MIcHAEL Ert, 
Michael Ert, Inc., Milwaukee. 


v 


Wholesalers Must Localize 
To the Editor: 

These are very trying times for 
most wholesalers. Quite a number of 
them are on the ragged edge. We 
heard the other day that one of our 
competitors is withdrawing their 
salesman from this territory. This 
jobber is located about 250 miles 
from Bluefield. More houses are go- 
ing to do the same thing. The 
sooner wholesalers recognize their 
natural trading areas the sooner the 
jobbing business will improve. 


C. C. CAMPBELL, 
Superior Supply Co., Bluefield, W.Va. 








Manufacturers 


Activities 
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a news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature. 








Spangler Heads Eveready 
Tube Sales 


The National Carbon Company, 
Inc., has announced the appointment 
of J. M. Spangler as manager of its 
Eveready Raytheon Tube Division, 





J. M. Spangler 


succeeding Fred D. Williams, who 
recently resigned to become an officer 
of P. R. Mallory and Co., New York. 
Mr. Spangler’s appointment follows 
16 years connection with the com- 
pany during which time he has held 
many important positions. 


v 


New Appointment by 
Square D 

C. Lewis Hull, sales manager, 
Switch and Panel Division of the 
Square D Co., announces the ap- 
pointment of C. W. Bates, formerly 
Chicago branch manager of the com- 
pany, as assistant sales manager. Mr. 
Bates’ headquarters will be at the 
Detroit factory of the Square D Co. 
G. S. Blomgren of the Chicago 
office succeeds Mr. Bates as Chicago 
branch manager. 


Kelvinator's Canadian Branches 
to Handle Ranges 
Kelvinator of Canada, Ltd., an- 
nounced recently a contract whereby 
they will engage in the manufacture 
and sale in the Dominion of Canada 
of “Electrochef” electric ranges. 


Under the terms of the contract 
completed with Electromaster Inc., 
of Detroit, Kelvinator of Canada, 
Ltd., is given the sole right to manu- 
facture and distribute this line of 
electric ranges throughout the Do- 
minion. The product will be manu- 
factured at London, Ont., in the 
Kelvinator plant and will be sold 
through the present Kelvinator 
dealer organization and other direct 
dealers to be appointed. 

Sample models of “Electrochef” 
are on display at Kelvinator show- 
rooms throughout Canada. 


Vv 


J. J. Mitchell Now Sales 
Manager of Diamond 

Jesse J. Mitchell, formerly branch 
manager at Indianapolis, St. Louis 
and Cleveland, and later assistant 
sales manager in Detroit, in charge 
of panelboard sales for the Square 
D Co. is now sales manager of the 
San Francisco factory of the Dia- 
mond Electrical Manufacturing Co., 
Ltd. 

Note: Mr. Mitchell’s present posi- 
tion was incorrectly reported in the 
November issue of THE JOBBER’S 
SALESMAN. 

Vv 


Kennedy Now with Copeland 

Jay Kennedy, for the past seven 
years associated with the Frigidaire 
Corp., has been appointed Pacific 
Coast regional manager for Cope- 
land Products, Inc. The territory 
over which Mr. Kennedy will have 
jurisdiction comprises California, 
Washington, Oregon, Arizona and 
Colorado. 


Hulett Promoted by Electro- 
master 
Electromaster Inc., Detroit manu- 
facturers of the “Electrochef” range, 
announces the appointment of Gerald 
Hulett as sales promotion manager. 





Gerald Hulett 


Mr. Hulett joined forces with 
Electromaster early in 1930. He has 
seen service in almost every depart- 
ment. For six months, he traveled 
for Electromaster as special sales 
representative throughout the New 
England states. 

The extensive sales promotion 
plans of Electromaster Inc. for 1932 
are under Mr. Hulett’s direction. 

Vv 


Open Factory Branch in 
Vancouver 

Consolidated Industries, Ltd., Tor- 
onto, will open a direct factory 
branch in Vancouver, B. C., in col- 
laboration with General Distributors, 
Ltd., of that city. The new estab- 
lishment will handle the Norge re- 
frigerator, Hammond electric clocks 
and a new line of related appliances 
shortly to be placed on the market. 
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Airplane Delivers New “Master-Bilt" Heaters: 


shipment of the new 
Wayne Hardware Co., 


airplane, owned by the Master Electric Co., 


The delivery of the first 


“Master-Bilt” electric heat circulators was made to the 
Ft. Wayne, Ind., by way of 


“The Master Messenger” 
Dayton, Ohio. The salesmen of 


the Wayne Hardware Co. were gathered to greet the ship when it landed at 


the local airport. 





Beaver Company Announces 
Transfers 

S. Blumenthal, formerly Ohio rep- 
resentative of the Beaver Mfg. Co., 
Newark, N. J., has been transferred 
to Philadelphia and will cover east- 
ern Pennsylvania, south Jersey, Del- 
aware, Maryland and Washington, 
D. C. Charles R. Norrish, with 
headquarters in Pittsburgh, who has 
covered western Pennsylvania and 
part of West Virginia, will cover 
Ohio with the exception of the 
Toledo district. The Toledo district 
has been assigned to the Detroit 
office which W. E. Hawkins now 
covers. 

Johnson and Kerr of Rochester, 
N. Y., have been appointed repre- 
sentatives in New York state with 
the exception of the metropolitan ter- 
ritory, covering all the area between 
Buffalo and Albany. 


¥ 


Kearney to Sell Chance 
Products 


James R. Kearney Corp., St. Louis, 
manufacturer of electrical equip- 
ment, has taken over the Morse- 
Sterrett Products Co. which manu- 
factures guy wire clamps in Oak- 
land, Calif. and the National Duct 
Rod Co., Portland, Ore. 

The Kearney Corp. has also been 
appointed selling agent for the 
Chance Co., Centralia, Mo. The 
Chance Co. will continue to manu- 
facture its products and also prod- 
ucts of the Kearney Corp. In this 
new arrangement there is no inter- 
change of stock nor does either com- 
pany have control over the other. 


Victor Electric Products Suc- 
ceeds Cincinnati Company 


Victor Electric Products, Inc., has 
purchased the business of the Cincin- 
nati Victor Co., Cincinnati, O. The 
new company will continue to manu- 
facture at the same address a com- 
plete line of synchronous electric 
clocks and movements, domestic ven- 
tilation, luminaires and_ fractional 
horse-power motors. Officers include 
C. L. Harrison, Jr., president and 
general sales manager, E. T. Locke, 
secretary and assistant sales manager 
and the following district sales man- 
agers: E. Friedenberg, east central, 
R. C. Blume, west central, and T. R. 
White, Pacific. 


Death of Howard R. Sargent 


Howard R. Sargent, engineer of 
the commercial engineering division 
of the Merchandise Department of 
the General Electric Co., Bridgeport, 
Conn., died December 8 following 
an attack of appendicitis. Born at 
Newton, Mass., he was graduated 
from Massachusetts Institute of 
Technology in 1893. He then en- 
tered the service of the old Thomson- 
Houston Co. at Lynn, Mass., where 
he remained, except for an interval 
when he was working at Marlboro, 
Mass., until the transfer of many 
Lynn engineers to Schenectady in 
1894, when Schenectady was made 
the home office of the General Elec- 
tric Co. 

When the Merchandise Depart- 
ment of the company was organized 
in 1922 Mr. Sargent was transferred 
to Bridgeport as manager of the wir- 
ing supplies engineering division. He 
was made engineer of the Merchan- 
dise Department in 1926. 


v 


Paul C. Schmitt Opens Manu- 
facturers' Agency 
Paul C. Schmitt, for many years 
purchasing agent of the Edwin F. 
Guth Co., St. Louis, and long an ac- 
tive member of the Purchasing Agents 
Association, has opened his own of- 
fice at 5511 Lisette Ave., St. Louis. 
The Paul C. Schmitt Co. will act as 
manufacturers’ agent for electrical 
glassware and fixture lines. 








Suuedbind Distributors Meet in Chicago: Wallace L. Fleming, Cutler- 


Hammer Co.; 
Co: Ge. Hunt, 


Joe Walker, Kester Electric Co.; Joe Pearson, Steiner Electric 
Cutler-Hammer Co.; August Kubec, 


Kubec Electric Co.; 


Forest Webster, Cutler-Hammer Co.; John Burkhardt, Commonwealth Edison 
Company; B. V. Williams, Chicago Electric Supply Co.; Frank J. Hoffmann, 
Cutler-Hammer; J. R. Hills, American Electric Supply Co.; Charles Yundi, 


Kubec Electric Co.; John Brooks, 


Paramount Electric Co., 


Chicago; Conrad 


Schmidt, Wabash Electric Co.; J. Emmet Dwyer, Chicago Electric Supply Co.; 
Wage Fe Maloney, Cutler-Hammer Co.; George Steiner, Steiner Electric Co.; E. M. 


Ball, Commonwealth Edison Co.; T. 


A. F. Hearl, American Electric Supply Goi: 


D. Montgomery, Cutler-Hammer Co.; 
Louis Wittenberg, Triangle Electric 


Co.; J. S. Kimmel, Republic Electric Co., Davenport, Ia.; Stuart Crane, Cutler- 
Hammer Co.; L. L. Burress, Danville (Ill.) Electric Supply Co.; Harry Ras- 
mussen, Peerless Electric Supply Co., Indianapolis. 
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A New Radio Fuse Assortment: 


Wearing a hula costume made entirely 
of Buss radio fuses, this charming young 
dancer is exhibiting a new radio fuse 
assortment produced by the Bussman 
Manufacturing Co. of St. Louis, which 
was introduced for the first time at 
the automotive show in Atlantic City. 
Her skirt, necklace, headdress and ank- 
lets are made up of more than 5,000 
fuses. In her hand she is displaying one 
of the new radio fuse assortments. 





Ajax Merged with 

American Electric 
The Ajax Electric Specialty Co., 
formerly of St. Louis, has now been 
merged with the American Electric 
Co. of Chicago and will operate in 
the future as the Ajax Department, 
American Electric Co., under the 
management of J. S. Cuming, for- 
merly president of the St. Louis 


corporation. 
Vv 


Fada Enters Appliance Field 

A pioneer radio manufacturer, F. 
A. D. Andrae, Inc., Long Island City, 
N. Y., announces its entry into the 
electric appliance field. A wireless 
iron has already been announced with 
other items to follow. 


v 


Kelvinator Operates Own 
St. Louis Branch 
The Kelvinator refrigerator is now 
being sold in the St. Louis territory 
by the Kelvinator Sales Corp., a di- 
rect factory branch of the parent 
organization. Three salesmen are 
employed calling on retail outlets in 
that territory. 
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As a night light in the home—in bathroom, 
nursery, sick room, cellar stairs, for lighting 
house numbers and many other uses—the 2-Watt 
Neon Glow Lamp has already achieved nation- 
wide demand entirely without advertising. 
Today it is being nationally advertised to 
4,500,000 readers of Collier’s Weekly, Good 
Housekeeping, Parents Magazine and Hygeia. 

So you can be very sure of an increasing 
demand during 1932 for this extremely eco- 
nomical and highly useful night lamp. And a 
generous margin of profit! Order today! 
General Electric Vapor Lamp Company, 891 
Adams Street, Hoboken, New Jersey. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


Now nationally advertised 


this 2-WATT NEON GLOW LAMP 


is a big profit item for jobber and dealer 

















A colorful counter-window display 
card with easel is available for 
dealers. Also attractively illus- 
trated folders. Specify quantity 
desired when ordering lamps. 
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0-D Bracket-Lites 


The Universal Unit for 
Area Lighting 


Commercial 
Residential 





y aa 





No. 12K 
12” and 14” 
Shallow Bowl 

or Dome. 


fittings. 


No. 608K 
8” Reversible 





Write today for descriptive folder. 


QUADRANGLE 


MANUFACTURING CO. 
26 So. Peoria St. 











This adaptable unit, the latest out- 
put of 
good to look at, low in price, quick 
in sales. 

One-piece illuminum casting replaces 


assembly of Flange, Stem and Socket 


All styles of Q-D reflectors and 
Q-D globe holders are interchange- 
able on this bracket without disturb- 
ing connections. 




























Rural 


Quad engineering skill, is 


Chicago, Ill. 
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* New Products 
SUPPLIES and EQUIPMENT 








Show Case Lighting Unit: These new 
units are so designed that reflected light 
rays are retained within the show case. 
The reflector contacts the housing at 
four points only, providing three dis- 
tinct air spaces. Proper ventilation is 
thus obtained and the housing tempera- 
ture kept at a minimum. The metal 
reflector has sufficient resiliency to 
spring in place when inserted under re- 
flector supports and can be easily re- 
moved for cleaning and inserted with- 








out disturbing the socket or wiring in 
housing. A novel split socket feature 
exposing front connected easily accessi- 
ble terminal screws makes it possible 
to loop wires from one socket to an- 
other and eliminates the necessity of 
socket leads and the soldering and tap- 
ing of joints in reflector housing. The 
top half of socket being placed on bot- 
tom half is inter-locked by sliding it in 
position under socket and reflector sup- 
ports and the metal reflector locks socket 
securely. Cat. No. is R90S. Made by 
the Wadsworth Electric Mfg. Co., Inc., 
20 W. Eleventh St., Covington, Ky. 


Single Pole, Toggle Flush Switch: The 
small, shallow construction of this 
switch results in a 
maximum amount 
of room in the con- 
duit box for run- 
ning wires and 
making connec- 
tions. Both termi- 
nals are at one end 
of the switch for 
quick, convenient 
wiring. The switch- 
ing mechanism is a 
new design of the 
“jumper” type, with 
heavy phosphor 
bronze contact ma- 
terial, non-stubbing 
contacts, compres- 
sion type spring to 
give quick make 
and quick break, a 
positive-acting “kick-off” feature to 
eliminate burning and pitting of con- 
tacts and an arc horn on the movable 
contact which confines the arc to the 
extreme tip of the contact, thus keeping 
the actual contact area clean and free 
from pitting. The stationary contacts 
and terminals are of one-piece phosphor 
bronze to eliminate riveted or abutted 
connections and their possible troubles. 
This new switch (Cat. No. 7200) has a 
heavy porcelain body, rigid plaster lugs 
which can be easily removed when not 
required and is furnished with either 
black or brown operating lever. Made 
by Cutler-Hammer, Inc., 261 N. 12th 
St., Milwaukee, Wis. 








Explosion Proof Control Station: Class 
9001 type “BR-11” explosion proof con- 
trol station has been approved by the 
Underwriters’ Laboratory for Class 1, 
Group D, which comprises such haz- 
ardous locations as gasoline plants, dry 
cleaning plants, paint and lacquer plants 
and oil refineries. This explosion proof 
control station is of the three wire, mo- 
mentary contact type provided with one 
normally open and one normally closed 
contact enclosed in a cast iron housing. 
It is so constructed that it will with- 
stand an internal explosion without in- 
jury to the enclosure and without trans- 
mitting flames to the surrounding gases. 
Made by the Industrial Controller Di- 
vision of the Square D Co., 700 S. Third 
St., Milwaukee, Wis. 


"Nofuse" Load Center: This unit for 
protecting the lighting, water heater or 
range circuits in the home can be sup- 
plied in from two to eight circuits, flush 
or surface mounting with either 15, 20, 
25, 35 or 50 ampere circuit breakers 
mounted therein. This is regularly sup- 
plied broken down into box, circuit 
breakers and front, but can be furnished 
for a small extra charge, completely 
bussed, assembled and packed as one 
complete unit. Made by the Trumbull 
Electric Mfg. Co., Box A, Plainville, 
Conn. 
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Fuse Ejectors: This company is now 
providing all of its 30 and 60 ampere 
switches with the fuse ejector to facili- 





tate the removal of cartridge fuses. In 
operation, a simple pressure on the 
lever is all that is necessary to extract 
the fuse from the fuse clip, which ordi- 
narily requires several pounds of pres- 
sure to remove in the regular manner. 
Made by the Federal Steel Products Co., 
2-A-L, Newark, N. J. 


Vapor Proof Unit: This 25 to 60 watt 
unit is designed for lighting shower 
baths, lock- 
er rooms, 
swimming 
pools, mar- 
quees, thea- 
ter dressing 
rooms, cor- 
ridors and 
hospitals. It 
is available 
with frosted 
or opal 
globes and 
with pol- 
ished alumi- 
num, white 
q duco finish, 
or chromium-plated brass canopies, The 
complete unit consists of canopy, pig- 
tail socket and globe and is individually 
packed. Made by the Wheeler Reflector 
a Dept. 5, 275 Congress St., Boston, 
ass. 





Insulating and Auto Transformers: A 
complete line of insulating and auto 
transformers 
of the air- 
cooled type, 
Y% to 50 k.v.a. 
has been an- 
nounced. The 
design is said 
to incorpo- 
rate features 
that wrtll 
maintain a 
low core loss 
and give high 
all-day effi- 
ciency, Lib- 
eral _ ventila- 
tion assures 
cool opera- 
tion. The 
transformers are totally enclosed and 
are provided with mounting brackets 
and conduit connections, Made by the 
Trico Fuse Mfg. Co., Dept. A, Milwau- 
kee, Wis. 
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JANUARY, 1932 











Issued by BEAVER MFG. CO. 
NEWARK, N. J., U. S. A. 


OW could I start this monthly 

Brevitorial better than by wishing 
all you team-mates a BETTER 1932! 
Happy hunting, order-hounds . . . and 
may next December find every mother’s 
son of you grinning! 





Seems like I’ve always gotta get in a few words 
about those soft rubber contraptions called handle 
caps and us by an ever-growing segment of 
the dear old public. 


One of my bosses always says to me, “Tell ’em 
about the long-handled one . . . it’s so conven- 
ient.”’ The other guy is a nut on the short-handled 
cap ... claims it’s the cure for most everything 
from short circuit to apoplexy. As a salesman, 
I’m impartial. I like ’em both, because I’ve no- 
ticed, in stores and in private homes, just stand- 
ing about and keeping eyes and ears open, that 
there’s a Heck of a good demand for both and 
one’s as easy to sell as the other when the dealer 
appreciates the customer’s individual needs. 
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NOT incidentally, either, my outfit has got 
these soft rubber caps in so many forms, to take 
so many cord sizes, that if you fellows aren’t 
right up to date on what we're putting out, you 
would do well to post yourselves. 





As I say, I listen a lot. During the 
recent Christmas shopping season, I got 


caught in the crowds near the tree lights 
several times, and overheard several couples 
deciding out loud whether or not they’d have 
lights for the tree. You’d have been surprised to 
hear how often the shortage of outlets was a 
major factor here. Wifie would know exactly the 
number and color of the lights she wanted, but 
hubby would rain on the parade by reminding her 
that the house ‘“‘wasn’t wired for tree lights.” 
: . Can you imagine that! 


With half a dozen beautiful types of BEAVER 
patented CONVENIENCE OUTLETS available, 
so that anyone could easily have all the outlets 
needed in a hut or a mansion, without getting 
extra installations, too! 





_ Maybe I am wrong, but I gathered dur- 
ing this unintentional eavesdropping that 
there’s a bigger market for convenience 
outlets in the American home today than 
many merchandisers realize. . .. Give it a 
thought, mates. 





_My other boss (the big tall guy), with 
his hands on his hips and a dirty look 
in his eye, asks me the other day, “How 
about them trouble lamps? We’re giving more 
and charging less . . . why ain’t we selling more?” 

I pass it on to you for what it’s worth. If 
BEAVER has the best trouble outfit, fairly priced 
all along the salés-front, oughn’t we to be plug- 
ging this all-season specialty harder? 


So long; I have a date with a big buyer! 











West Coast Distributors An- 
nounced by Norge 

The Leo J. Meyberg Co., radio 
and electrical appliance distributors 
of San Francisco and Los Angeles, 
will handle the Norge refrigerator 
in Los Angeles as well as in San 
Francisco. Other distributors in the 
territory are: Portland, Marshall- 
Wells Co., hardware wholesalers; 
Puget Sound, Homer King, Inc., 
radio and automotive wholesalers of 
Tacoma; Spokane, Holley-Mason 
Co., hardware wholesalers; Butte 
Howard Pierce Co., Franklin-Auto- 
mobile distributors; Salt Lake, 
Strevell-Patterson Hardware Co.; 
Denver, Auto Equipment Co., dis- 
tributors of auto supplies and radio. 
George R. Pizaro is factory repre- 
sentative for Norge on the Pacific 
Coast, with headquarters at Leo J. 
Meyberg Co., San Francisco. 

Vv 


L. A. Doxsee Company 
in New Quarters 


On December 1, the Leigh A. | 


Doxsee Co., manufacturers’ agents 
of St. Louis, Mo., removed stock- 
room and offices to the new St. Louis 
Mart Building at 1220 Spruce St. 
The official address is 419 S. 12th 
Blvd. Mr. Doxsee is an old timer 
in the electrical business and has rep- 
resented a number of standard man- 
ufacturers for a long period of years. 





Crouse-Hinds Internationalist: If you 
happen to drive through Mexico and 
Crouse-Hinds traffic lights guide you, 
or should you see a bull fight under 
C-H flood-lights or if you like to admire 


condulets, just take it for granted that | 


J. L. McCullough of the Crouse-Hinds 
Co., St. Louis, Mo. office, was there at 
some time or other and had something 
to do with it. Mac also covers part of 
Oklahoma and Texas. 











Take Your 
PROFIT 


On This 


MILFLEX 
DUPLEX 


PATENTED USA. 


Electricians 
Special 
Hack Saw Blade 





Fine 

Teeth Regular 
on forward end Teeth 
start the eut Complete 
smoothly the cut 


THESE 7 FEATURES 
OPEN THE WAY 


I. Quickly accepted by electri- 
cal contractors. 


2. Great improvement over 
ordinary blade. 


3 ~ No extra cost. 


M4. Small stock gives quick 


turnover. 


&~ Good profit for the jobber. 


@, Advertised monthly in Elec- 
trical Contracting. 


4G. >ells with other supplies 
your customer buys. 


It’s the Blade with the 
SELF-STARTING TEETH 


Manufactured by 


The Henry G. Thompson 
& Son Co. 


Est. 1876 
New Haven, Conn. 
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Submerged Agitator Washing Action 


Improved: Model “L” washer incor- 
porates a new design of tub. The wall 
of this new tub contains 15 convolutions 
which increases agitation around the 
edge of the tub by changing the direc- 
tion of the water and forcing it back 
through the clothes. The tub is 21% 
in. by 14 in. and is porcelain enameled 
in two tone green inside and out. The 
wringer is the latest pressure cleanser 
by Lovell, with 2% in. balloon rolls, 
exceptionally wide with safe hand rest, 
and is full chromium plated. Retail 
price $79.50. Made by the Barton Corp., 
P.O. 285, West Bend, Wis. 


New Value in Food Mixers: Complete 
with stand, fruit juice extractor attach- 
ment, extra measuring pitcher and mix- 
ing bowl, this new electric food mixer 
combination retails for $18.75. This 
“Royal” model is entirely portable—yet 

















r 
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for added convenience it is furnished 
with a simple stand to which mixer can 
be attached and detached instantly. A 
ball bearing and adjustable turn-table 
permits the use of any size mixing bowl 
from the largest to the smallest. No 
special bowls are required. Adjustable 
fingers, with ratchet control, hold the 
bowl in place and prevent tipping. <A 
powerful universal motor operates the 
mixing unit which is instantly convert- 


ible to a juice extractor and drink 
mixer. .The mixer is chromium plated, 
except the malleable iron base which is 
black enameled. The machine rests on 
cushions of rubber to eliminate possi- 
bility of vibration, sliding or slipping. 
Made by A. F. Dormeyer Mfg. Co., 2680 
Greenview Ave., Chicago. 


Electric Reflector Heater: This heater 
(No. 81) has a 
14 in. adjusta- 
ble, polished 
aluminum 
bowl. It is fin- 
ished in walnut 
brown crystal- 
lized enamel. 
The heating 
element is ni- 
chrome wire 
wound on heat 
resisting un- 
glazed _ porce- 
lain. Made by 
the American 
Gas Machine 
Co., Inc., Al- 
bert Lea, Minn. 





Lamp Tester: The “Ray-O-Vac” is de- 
signed expressly for the purpose of test- 
ing single and double contact automo- 
bile bulbs and all flashlight bulbs. Num- 
ber 241-F is a combination tester. The 
center socket accommodates all auto- 
mobile bulbs of six volts or more, 
whether double or single filament type. 
The side socket delivers three volts and 
is used for testing flashlight bulbs rated 
less than six volts. Number 241 is the 
same in material, workmanship and con- 
struction, except it has but one socket, 
a six volt double and single contact. 
Made by French Battery Co., Madison, 
Wis. 


Bed Lamp: “Play-O-Lite” style 1JBX 
incorporates the following points: uni- 
versal mounting; adjustable reflector 
trunion and junction box, and the mov- 
able shutter (eye-shade). A narrow 
beam of light illuminates the book or 


r ~ 





L i a 
magazine without lighting up the whole 
room, This style is suitable for most 
beds. It clamps on to round or square 
head rails (1% in. to 2 in.) or may be 
fastened by wood screws or bolts to 
headboards. Made by O. C. White Co., 
Dept. PJ, 15 Hermon St., Worcester, 
Mass. 





New Electric Range: Standard model 
No. 1236 has a recessed switch panel 
and plate and food warmer, both new 
features. The lower drawers are for 
utensils. This range is finished in either 
white or ivory with marbleized panels 
or in solid white or colors as desired. 
It is equipped with four burners, one 
of which is a speed burner, or optional 
and extra three burners and one unit 
cooker. Made by Standard Electric Stove 
Co., 1720 N. Twelfth St., Toledo, O. 


New De Luxe Desk Lamp: Catalog No. 


397 is furnished in four lacquer fin- 
ishes. The base is grooved for pen and 
pencil, The shade is adjustable to any 








angle by means of a ball swivel. Ready 
to use with six ft. of approved cord and 
bakelite handle cup. The suggested re- 
tail price is $4.50. It is also made in 
duplex type with two shades. Made by 
Eagle Electric Mfg. Co., Dept. A3, 59 
Hall St., Brooklyn, N. Y. 


Constant B-Power for Auto Radios: 
The Janette “Auto B-Power” is a com- 
pact unit driven right off the regular 
auto battery, transforming six volts d.c. 
to 180 volts d.c. with a very low cur- 
rent consumption. It consists ‘of a 
Janette dynamotor and filtering device 
mounted in a strong, attractively fin- 





ished steel box. It may be placed under 
the hood, seats or floor boards—which- 
ever is most convenient. Selling price, 
$29.50. Made by Janette Manufacturing 
Co., 594 W. Monroe St., Chicago. 
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This free 


CREDIT COIN 





cashes checks and 
establishes your 
identity at once 


You can avoid bothersome, em- 
barrassing delays in getting checks 
cashed in the 24 big cities listed 
below. The United Hotel Credit 
Coin also saves valuable time in 
checking out. Unexpected demands 
for money can be met at once. With 
only your registered number on the 
coin, no one else can use it. Take 
advantage of this convenience. 
Send for your free coin right now 
—using the coupon below. 


One of the extra services of these 25 


UNITED HOTELS 


NEW YORK CITY’s only United... . The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
STE, WAGE o.oo cicvvccccuans The Olympic 
WORCESTER, MASE. 006 0c ccccccescs The Bancroft 
a ere The Robert Treat 
PATERSON, N. J......-- The Alexander Hamilton 
ye re The Stacy-Trent 
MABRISBURG, PA. 200s ccccccoce The Penn-Harris 
2 eee ere rern The Ten Eyck 
CUAGI The Wi civic esiccccena The Onondaga 
pe errr The Seneca 
DUAGARA WARIS, Mi Y. ... 0. ciescccs The Niagara 
SIE os cane 6h cee viceeoces The Lawrence 
MIN v3. 65.60 ov So cvasieccke The Portage 
PI WIN irs 6. 0 56 vas kecndecoages The Durant 
ps a: ee The President 
WUCHINE, BRB. 6.5 o6ccc sc cccvns El! Conquistador 
SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
RUE GRAPE, EA. oo ciicccccas The Roosevelt 
PERU GULBAME EAs oo oc cccccccess The Bienville 
TOROWTO, COE. «o.oo 0 ccc ece The King Edward 
NIAGARA FALLS, ONT. ..........2: The Clifton 
WINDSOR, ONT. ........... The Prince Edward 


KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


WORTH CLIPPING TODAY 





UNITED HOTELS COMPANY 
1418 United Building, Niagara Falls, N.Y. 


Kindly send me complete details 
and a blank for your Credit Coin. 


Name 
Address 








"Brad" Squires Heads New 
Organization 


Brad Squires, Inc., is a new organ- | 
ization formed to take over represen- | 


tation of the lines formerly handled 
by H. B. Squires. Offices of Brad 


Squires, Inc., have been established | 


at 1703 Maple Ave., Los Angeles, 
and at 1201 24th St., Oakland, Calif. 


| A Portland (Ore.) office will be | 


| opened in the near future. 


| 


} 





H. B. (“Brad”) Squires, who | 


heads the new concern, has_ been 
affiliated with the electrical industry 


for a number of years. He founded | 
and served as president of the H. B. | 
Squires Co., of San Francisco, Los | 


Angeles and Seattle. Subsequently 


he sold out his interest to that com- | 
pany, and some time later organized | 


an agency in Los Angeles which he 


| operated under his own name. 

Manufacturers now being repre- | 
sented on the Pacific Coast by Brad | 
Squires, Inc., include: Federal Elec- | 
tric Co. and Wolvertine Tube Co. of | 


Chicago; R. H. Greene Co., Inc.,Oak- 


| land; Grolan Mfg. Co. and Thomas- | 
Smith Co., Dayton, Ohio; and Elec- | 


trical Fittings & Equipment Co., 
Detroit. 
vV 


"Planned Lighting" 
Published by Curtis 


An unusually complete lighting 


| manual has recently been published by 





Curtis Lighting, Inc. Its 26 pages 
contain comprehensive data on mod- 
ern lighting together with illustra- 


| tions of typical applications. Panel, 


cove, skylight, pedestal and show 
window lighting, also interior and ex- 


terior floodlighting and luminaries are | 


discussed together with the use of 
metal raceway in lighting installations. 


v 


Westinghouse Announces 
Western Distributors 
Distribution of the Westinghouse 


| refrigerator on the Pacific Coast will 


be accomplished through the appoint- 
ment of metropolitan distributors in 
the larger cities, with the Westing- 
house Supply Co.’s own organization 
supplying dealers in the outlying 


communities, according to announce- | 
| ment of Ivan L. deJongh, Pacific | 
| Coast manager, refrigeration depart- | 


ment, Westinghouse Electric & Man- 
ufacturing Co. 
One or more retail stores handling 


| refrigerators only will be opened up 
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ALCOR FIXTURE STRAPS 





ib dicted cs dine gtd ennasanassn ence 


A NEW LINE OF LABOR 
SAVING 
Adjustable Offset Straps 
Used With or Without Fixture Stud 


TO FIT 3” AND 4” OUTLET 
BOXES 





EN 


Friction Spring Adjustment 
Eliminates Screws 


Write for Prices and Samples 


ALCOR MANUFACTURING CO. 
4605 W. Madison St. 
CHICAGO 











| ————— 


Since 1873 
soit must 


be good-- 





Yager’s solder- 
ing salts are of 
that quality that 
makes a lot of 
new friends and 
keeps the old 
ones. 








Isn’t that the 


contsinos sso © Kind «you want 
25,50 and 500 to tie up with 
~~ to build up your 
Write for volume of profit- 

| Sample able sales? 


| 
ALEX R. BENSON CO., Inc. 
| Hudson, N. Y. 
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An Electric Unit Heater: Points in the 
construction of this heater are: coil— 
streamlined, non-glow type, radiant en- 
ergy lost less than 1%, surface tempera- 
ture runs between 200 and 250 degrees 
F., no deterioration, protected by blow- 
out fuse; enclosed self-cooled motor 
propeller fan with four blade aluminum 
wheel, rigid motor support eliminates 
vibration; especially designed motor, 
fully-enclosed, self-cooling feature keeps 
power consumption low; manually op- 
erated deflectors, individually adjustable; 
two-point hanger suspended by ring 
bolts at top of unit, floor mounting base 
optional at extra cost; green finish. Made 
by Ilg Electric Ventilating Co., 2854 N. 
Crawford Ave., Chicago. 


Pocket Light: All the rays of light from 
the lamp filament are diffused through 
a translucent lens occupying the full 
top end of the case. The operation is 
controlled by a button in the face of 
the case, the lens automatically rising 
about ;; in. and completing the electri- 





Buffed 
contrasting black and red colors fill in 
depressed sections of the case. List price 


cal circuit. French enamels of 


$1.00, complete with battery. Made by 
National Carbon Co., 30 E. Forty-second 
St., New York. 





Display Cabinet and Tube Tester: 


The rear compartment, hidden from 
view behind the mirrored doors of the 
display section, is fitted with special 
shelves where a complete stock of tubes 
may be stored behind locked doors. A 
single electrical connection from the 
lower back leads to the power supply. 
The tube analyzer is enclosed in a solid 
walnut cabinet. The tube analyzer is 
constructed to permit complete and ac- 
curate readings of all types of tubes 
used in standard radio receivers. All 
readings appear on a single colored dial, 
simply and clearly marked. Among the 
advantages of this tube testing equip- 
ment are: short circuits are shown by 
direct meter reading; provision is made 
for testing new types of tubes; tests 
rectifier tubes; has pre-heating sockets 





for quickly testing slow heater type 
tubes; provides a special dial reading for 
tubes of doubtful value. Made by Hy- 
grade Sylvania Corp., Sylvania Division, 
Emporium, Pa. 


Color-Code Chart Offered Free: A 


new, simple color-code chart for use 
with R.M.A. coded resistors is offered 
free to any radio dealer, service man, 
or manufacturer. This chart consists of 
a full size drawing of a coded resistor 
and a reproduction of the actual colors 
used in the code. This makes it possible 
to read the value of any coded resistor at 
a glance. Made by the Ohmite Manufac- 
turing Co., 636 N. Albany Ave., Chicago. 


Electro Chime Guest Announcer: This 
announcer requires no electric motor; 
it is attached to the already present 
wiring system. Open contact points are 


done away with and mercury contactors 
are used, thereby eliminating corrosion. 
Che volume 


deterioration and sparking. 





of the chimes may be regulated and the 
number of strokes may also be controlled. 
Made by Electro Chimes Co., Ltd., Dept. 
D, 2042 Venice Blvd., Los Angeles. 

















Sunlamp with Automatic Time Switch: 
The S-2001 “Esrobert”’ sunlamp is 
equipped with a type S-2 sunlamp bulb. 
bridge arm adjustable at two points. The 
automatic time switch provides an auto- 
matic “shut-off” in 20 minutes and can be 
easily adjusted for shorter periods. Made 
by S. Robert Schwartz & Bro., 160 Varick 
St., New York. 
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Years 


strict adherence to our pol- 
icy of producing the best in 
quality at an equable price. 


Why not concentrate on 
the Alphaduct line? — your 
contractor customers have 
known it ever since most of 
them have been in business. 


ALPHADUCT CO. 
136 Cator Avenue 
JERSEY CITY, N. J. 

















SUPERIOR 
PORCELAIN 


for 


Better 
Installations 


Special 
Porcelain 


Nail 
Assembled 


Knobs 


Tubes 





Cleats 


Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 











WHOLESALER’S 
MARKET DATA CHARTS 


Now Available 


Complete set of 8....... $1.00 
Single Charts, each...... 


(Minimum order $1.00) 








Order from 
THE JOBBER’S SALESMAN 











in each city by the metropolitan dis- 
tributor under his own name. In 
addition, the refrigerators will be 
sold by established retail electrical 
stores. Dealers appointed by the 
Westinghouse Supply Co. in the 
smaller localities will handle a full 
line of Westinghouse refrigerators. 
Metropolitan distributors already 
appointed in western territory are as 
follows: San Diego—La Motte & 
Callaway ; Los Angeles—Ray Thon- 
as, Inc.; San Francisco—Colvin- 
Templeton, Inc.; Salt Lake City— 
Intermountain Electric Co.; Denver 
—Intermountain Appliance Co.; Se- 
attle and Portland—Fobes Electric 
Supply Co.; Spokane and Butte— 
Westinghouse Electric Supply Co. 


v 


V. G. Christiansen 
Changes Address 


V. G. Christiansen, representative 
for the Trico Fuse Mfg. Co., has 
added Kansas City to his present 
Nebraska and Iowa territory and will 
keep his headquarters in Omaha at 
2801 Spaulding St., instead of 4329 
Grand Ave. 

Vv 


Hygrade Buys Adjoining 
Salem Plant 
The Hygrade Lamp Division of 
the Hygrade Sylvania Corp., has 
purchased the land and_ buildings 
adjoining its Salem, Mass. plant. 


v 
MEN AVAILABLE 


Manufacturers’ Agent: Well known 
Philadelphia manufacturers’ agent is 
to handle one more line sold 


open 
through wholesalers. Appliances, fans, 
wire or specialties preferred. Best refer- 
ences. Address Box 11, ELEctTRICAL 
W HOLESALING. 


Sales Engineer: Has had over 20 years’ 
experience. Desires connection as dis- 
trict manager for one line or as sales 
representative for several lines in the 
Pittsburgh territory. Operated own 
electrical wholesaling business for 16 
years and is familiar with both trade 
and industry. Address Box 12, ELecrrt- 
CAL WHOLESALING. 
Vv 
Latest Trade Literature 


MetaL Ware Corp., Two Rivers, 
Wis.—Folder on the “Empire” electric 
steamer. 

Reynotps Exectric Co., 2650 W. 
Congress St., Chicago— Bulletin No. 
612 describing “Reco” mixers and peel- 
ers for restaurant, hotel, bakery and 
institutional use. 

BEARDSLEE CHANDELIER Mrc. Co., 
216 S. Jefferson St., Chicago—The 1932 
catalog illustrating the products of both 
the Beverly and Williamson Divisions. 








SHERMAN 


Always 
in Big Demand! 








= Heavy Duty 
Soldering 

Lugs 
Made exactly to the specifications of 
the N.E.L.A., Sherman Soldering Lugs 
meet the insistent demand for heavy 
duty lugs. 


FUSE CLIPS 


The extensive line of 
Sherman Fuse Clips is 
» made from the best 
They 
J very carefully designed 
and accurately made, thereby insuring 
electrical efficiency and perfect dura- 
bility. 

Write for catalog describing the 
complete Sherman line Lugs. 


H.B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


materials. are 











PATENTED 


U. S. Pat. Nos. 1,635,293 and 1,736,397. 
will be vigorously Prosecuted. 


Your contractors 
will welcome this 
quick and SAFE 
way of making 
wire connections 


They won’t have to bother 
with solder or tape and 
they never need worry 
about “shorts.” 

Ask for samples with 
which to demonstrate this 
modern and SAFE way to 
make wire connections. 
Und. and Factory Mutual 
Labs. approval. 


JIFFY WIRE CONNECTOR CO. 
7-9 Bridge St., Hackensack, N. J. 
General Sales Office 
G. DENN MONTGOMERY, Sr. 
458 B 


roadway, New York City 
Phone CAnal 6-7533 and 6-6186 


Infringements 

















74 ELECTRICAL WHOLESALING 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 











nor 
cee? 


—then why not 
start the 
new year 


RIGHT 
with the 
RIGHT line 


of fuses?” 


“No line can of- 
fer you sales- 
men more than 
KIRKMAN—ab- 
solutely depend- 
able quality, 
completeness that 
fills every need 
from 600 amp. 
to a little plug 
fuse and price 
that pleases the 
closest buyer.” 


Roy ERuit 


KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET » » NEW YORK 


Location of Warehouse Stocks 

















J. RB. ODONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, Calif. Philadelphia, Pa. 


KABERNA & CO. H. W. MacLEOD & CO. 
28 So. Desplaines Street 22 Pittsburgh St. 
Chicago, Illinois Boston, Mass. 
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GENERAL CABLE’S POLICY 
WITH ELECTRICAL WHOLESALERS 


.... From the very beginning 
General Cable has held to a 
definitely established policy of 


... assures full co- 
operation, support, 
and prompt deliv- 
ery of all orders. 


wires and cables in the country 
— products of all types, con- 


structions and voltages. This 


se RL SRR 7S SOC T AG ROSEN. OP Da 


a 


complete cooperation with 
active Electrical Distributors. 
General Cable’s District Offices 
are strategically located in in- 
dustrial centers and are convenient to all Distrib- 
utors. Each is manned by a capable sales staff, 
supported by experienced engineers. Thus both 
sales and engineering cooperation is quickly 
available for any Electrical Wholesaler problem. 


General Cable offers the most complete line of 





one source can supply every 
item of bare and insulated con- 
ductors, normally handled by 
the Distributor. And prompt 
delivery is assured from ample stocks at conveni- 
ent plants and warehouses. 

For any type of electrical wire, cable or accessory 
—for sales or engineering assistance—call the 
nearest office or write General Cable Corporation, 


420 Lexington Avenue, New York, N.Y. 


i1GENERAL CABLE CORPORATION 
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Don’t Risk 
Costly Motor 
Burn-Outs { 












Cheek your 
fuses now 


With Jefferson knife-blade 
fuses, renewing the link 
is a matter of seconds. 
Only one cap te hold. 
Loosen studs a little and 
insert link. Exclusive vent- 
ing through tough, heavy 
case assures long life. 











Rewinding one burned-out motor 
costs more than fuses for 50 circuits. 
Don’t take the chance. Inspect every 
circuit and see that they are safe with 
the proper capacity Jefferson Renewable 
Fuses. 


Jeffersons are made in knife-blade 
and ferrule types. Each type is as 
simple as that type of fuse can be made. 
Speedy to renew. Casings tough and 
heavy to stand the punishment;of many 
blowouts . . . and vented away from the 
threads. i 











Jefferson ferrule type. Three parts 
and the link. No loose washers 
to bother with or lose. Links 
have rounded ends to make in- 
sertion easy. Venting through cap 

. not threads. Convenient in- 
spection and cleaning. 





JEFFERSON ELECTRIC COMPANY 
1519 W. 15th Street, Chicago, IIl. 








Attention Wholesaler’s Salesmen— 
This is the message going to industrial motor users. 


JEFFERSON “vos 


FUSES 
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REASONS WHY 


z TAPE BUYERS 
- ALWAYS REPEAT ON 
THEIR ORDERS — FOR 


PLYMOUTH QUALITY 





One thing that makes any particular tape buyer sore is to check 
up on a wiring job and find that tape has dried out on the splices 
and serves as a hazard instead of trustworthy insulation. 


No user of Plymouth quality ever found such a condition because 
the fabric of this tape is thoroughly impregnated with a special 
compound that will not dry out; that resists water, acids and many 
other conditions that no cheap tape can stand. 


When talking tape to your customers keep this in mind—it doesn't 
pay to monkey with a cheap tape because... 


_ there is such a little difference between 
the prices of good and c 1eap tapes! 


= PLYMOUTH 


RUBBER COMPANY incorroratep 
CANTON, MASS 


B , 
Manufacturers Since 1896 Co ee 























» Showing the BRYANT Duplex Flush Wall Plate made of brown 
be Bakelite with integral bosses. In hand—BRYANT 3-wire Polar- A 
ized Cord Grip Plug No. 9112, A 


BRYANT DUPLEX 
5 —Wi re ‘Po la él LE aL tacie, Body only, Top 


Wired, used with 
grounding conductor 
in circuit wire. No. 
4323 same as above, except grounded 


yoke, used with BX Cable. 
Add P.E. to catalog number for Plas- 





No. 4822 Bryant Du- 


ter Ears. 
. ° ° Single receptacles duplicating above 
HE trend in electrical appliances for the home as well as top wired line, also single and duplex 
for industrial work is definitely in the direction of three- cr nelebe Dae ae 
wire polarized devices, general use will eventually be required. 
Illustrated on this page are the Bryant three-wire polar- 
ized plugs, receptacle base and face plate for 15A.125V.— ath 
7 “ ; BRYANT Duplex 
. . . 3-wire plug oO. 
10A.250V. circuits a-wire plug No 
: : ‘ . See Page 57. 
These devices assure a perfect ground, first, Catalog No. 30, for 


other devices in 
this line. 





engages with grounding brush before load 
contacts engage and separate after live con- 
tacts have disengaged, eliminating all possi- ae 
bility of shocks from any cause. Recom- ‘WiRgeaisS 


mended on washing machines, ironers, dish 

washers, hot plates, portable ranges, heaters, 

broiling ovens, ete. 

Completely enclosed brown ‘‘Templus’’ body; Flexi- 

ble yoke makes easy adjustment without sacrificing SUP ERI O R WIRIN G DEVICE S 
rigidity after installation. Manufactured by 

1.8 1231 THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN 

MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON .e © CHICAGO a ia NEW YORK i SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 


last and all the time. The extended contact |! 
[ PE 














